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ABSTRACT
This study was proposed to examine if there existed significant differences in 
voters’ party identification and voting behavior due to gender, race, age, income, 
education and personal values.
The sample was chosen from eligible voters in Florida. O f the 1500 
questionnaires managed, 161 were identified as useable. The sample was representative 
of the results o f 2000 presidential election in Florida with respect to voters’ gender, race, 
income, and voting choice by party identification. Statistical techniques used were 
ANOVAs, Chi-square statistics, factor analysis, and logistic regression.
This study demonstrates how personal values may be associated with 
demographic characteristics to create a new market segmentation tool for investigating 
differences and similarities in both party identification and voting behavior. It supplies 
confirmation of the interrelationships among demographic characteristics, party 
identification, and voting behavior, as well as theoretical concept and empirical evidence 
of personal values in marketing research. Results indicate that personal values are far 
more likely than demographic characteristics to predict party identification and voting 
behavior.
m
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
TABLE OF CONTENTS
Page
ABSTRACT............................................................................................................................ iii
LIST OF TABLES...................................................................................................................ix
LIST OF FIGURES.............................................................................................................. xii
ACKNOWLEDGEMENT....................................................................................................xiii
CHAPTER I INTRODUCTION............................................................................................. I
Purpose o f the Study......................................................................................... 1
Objectives of the study.......................................................................................8
Plan of Study..................................................................................................... 9
Definition of Terms......................................................................................... 10
CHAPTER H LITERATURE REVIEW..............................................................................11
Voting Behavior.............................................................................................. 11
Party Identification .........................................................................................14
Conclusion......................................................................................... 16
Personal Values............................................................................................... 17
The Meaning of Personal Values....................................................18
Assessment of Personal Values ......................................................19
The Structure o f Personal V alues.................................................. 20
Are Personal Values S tab le .............................................................22
What are the Effects of Personal Values on
Perception and Behavior...........................................................23
Personal Values in Contemporary Research..................................24
Conclusion.........................................................................................30
Demographic Characteristics.......................................................................... 31
G ender............................................................................................... 31
Education...........................................................................................33
A ge..................................................................................................... 34
Income and Occupation....................................................................35
R ace...................................................................................................36
vi
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
Relationships between Demographic
Characteristics and Personal Values...........................................37
Gender and Personal Values...............................................37
Age and Personal Values.....................................................38
Race and Personal Values...................................................38
Income and Personal Values...............................................39
Education and Personal Values...........................................39
CHAPTER m  METHODOLOGY.......................................................................................41
Research Design and Sampling Methodology........................................... 41
Operationalization o f  Variables.................................................................. 42
Party Identification...........................................................................42
Voting Behavior............................................................................... 43
Personal V alues................................................................................ 43
Demographic Characteristics.......................................................................46
Research Hypotheses....................................................................................46
Statistical Techniques.................................................................................. 48
CHAPTER IV RESULTS......................................................................................................50
Representation o f the Sam ple......................................................................50
Personal Information........................................................................51
Frequency Distribution o f Voting Behavior o f the Sample..........54
Frequency Distribution o f Party Identification o f  the Sample .... 55
Descriptive Statistics o f  Personal Values...................................... 56
The Relationships Between Party Identification and
Voting Behavior....................................................................................... 58
The Relationships Between Party Identification and
Demographic Characteristics................................................................. 61
The Relationships Between Voting Behavior and
Demographic Characteristics................................................................. 74
Factor Analysis o f Personal V alues............................................................ 89
The Relationships Between Personal Values and
Demographic Characteristics................................................................. 93
The Relationships Between Personal Values and
Party Identification.................................................................................112
The Relationships Between Personal Values and
Voting Behavior..................................................................................... 115
CHAPTER V DISSION, IMPLICATION, AND CONCLUSION................................. 120
Discussion of the Research Findings........................................................ 120
Party Identification and Voting Behavior.....................................120
Party Identification and Demographic Characteristics............... 121
Voting Behavior and Demographic Characteristics....................122
vii
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
Personal Values and Demographic Characteristics.....................122
Personal Values and Party Identification..................................... 125
Personal Values and Voting Behavior......................................... 125
Managerial Implication...............................................................................126
Limitations...................................................................................................130
Suggestions for Future Research.............................................................. 132
APPENDIX...........................................................................................................................135
Multinomial Logistic Regression........................................................................... 136
Questionnaire covering letter...................................................................................140
Questionnaire............................................................................................................. 141
REFERENCE....................................................................................................................... 147
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
LIST OF TABLES
Table Page
2.1 The Structure o f Personal V alues.............................................................................. 21
3.1 The Rokeach Value Survey........................................................................................44
4.1 Frequency Distribution of Gender............................................................................ 51
4.2 Frequency Distribution of Age Category................................................................. 52
4.3 Frequency Distribution of Education Level.............................................................52
4.4 Frequency Distribution of Income Category............................................................53
4.5 Frequency Distribution of R ace................................................................................ 54
4.6 Frequency Distribution of Voting Behavior.............................................................55
4.7 Frequency Distribution of Party Identification.........................................................55
4.8 Descriptive Statistics of Personal V alues.................................................................56
4.9 Cross Tabulation: Party Identification and Voting Behavior................................. 58
4.10 Cross Tabulation: Party Identification and Voting Behavior................................. 60
4.11 Cross Tabulation- Party Identification vs. R ace...................................................... 61
4.12 Cross Tabulation- Party Identification vs. R ace......................................................63
4.13 Cross Tabulation- Party Identification vs. Gender..................................................64
4.14 Cross Tabulation- Party Identification vs. Age Categories.................................... 66
4.15 Cross Tabulation- Party Identification vs. Age Categories.................................... 67
4.16 Cross Tabulation- Party Identification vs. Income Categories...............................68
ix
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
4.17 Cross Tabulation- Party Identification vs. Income Categories................................70
4.18 Cross Tabulation- Party Identification vs. Education.............................................. 71
4.19 Cross Tabulation- Party Identification vs. Education.............................................. 72
4.20 Cross Tabulation- Voting Behavior vs. R ace......................................................... 74
4.21 Cross Tabulation- Voting Behavior vs. R ace......................................................... 76
4.22 Cross Tabulation- Voting Behavior vs. G ender..................................................... 77
4.23 Cross Tabulation- Voting Behavior vs. Age Groups.............................................. 78
4.24 Cross Tabulation- Voting Behavior vs. Age Groups..............................................79
4.25 Cross Tabulation- Voting Behavior vs. Income Categories...................................81
4.26 Cross Tabulation- Voting Behavior vs. Income Categories...................................83
4.27 Cross Tabulation- Voting Behavior vs. Education.................................................85
4.28 Cross Tabulation- Voting Behavior vs. Education.................................................87
4.29 Factor Analysis: Rotated Component M atrix ..........................................................90
4.30 Total Variance Explained...........................................................................................92
4.31 Descriptive Statistics: Personal Value Factor scores vs. R ace...............................93
4.32 ANOVA: Personal Value Factor Scores vs. R ace.................................................. 95
4.33 Descriptive Statistics: Personal Value Factor Scores vs. Gender...........................96
4.34 ANOVA: Personal Value Factor Scores vs. Gender.............................................. 97
4.35 Descriptive Statistics: Personal Value Factor Scores vs. Age Categories.............99
4.36 ANOVA: Personal Value Factor Scores vs. Age Categories............................... 102
4.37 Descriptive Statistics: Personal Value Factor Scores vs. Income.........................103
4.38 ANOVA: Personal Value Factor Scores vs. Income.............................................106
4.39 Descriptive Statistics: Personal Value Factor Scores vs. Education.....................108
x
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
4.40 ANOVA: Personal Value Factor Scores vs. Education........................................ 110
4.41 Analysis o f Maximum Likelihood Estimates........................................................113
4.42 Prediction of Party Identification .......................................................................... 114
4.43 Analysis o f Maximum Likelihood Estimates.........................................................116
4.44 Prediction of Voting Behavior (Voters vs. Non-voters)........................................117
4.45 Analysis of Maximum Likelihood Estimates.........................................................117
4.46 Prediction of Voting Behavior (Bush vs. Gore)..................................................... 118
5.1 Exit Polls in Florida for the 2000 Presidential Election........................................131
A-1 Analysis of Maximum Likelihood Estimates........................................................ 136
A-2 Analysis o f Maximum Likelihood Estimates........................................................ 138
A-3 Prediction of Voting Behavior.................................................................................139
xi
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
LIST OF FIGURES
Figure Page
1 Schematic Representation of Hypothesized Relationships............................................ 4
2 A Framework for Values Effects......................................................................................6
3 The Comparison between Business Marketing and Political Marketing....................12
xii
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
ACKNOWLEDGEMENTS
I would like to present my most sincere appreciation from the deepest bottom of 
my heart to those professors who contributed to the completion o f my dissertation. First, I 
would like to thank Dr. C. R. Huston, my dissertation chairman, for his guidance and 
assistance of this dissertation from its beginning to the successful accomplishment. I am 
always deeply indebted to Dr. C. R. Huston for his marvelous patience with me.
I also would like to thank Dr. H. I. Mesak and Dr. T. H. Willis, my dissertation 
committee members. I appreciate Dr. H. I. Meask for his endeavors to the validation of 
statistical analysis methodology. I am also grateful to Dr. T. H. Willis for his suggestions 
and recommendations.
Furthermore, I would like to dedicate this dissertation to my parents, Mr. Yi-San 
Chiu and Mrs. Jiu-May Chiu. My parents have always afforded me with unreserved love 
and support. I also owe special thanks to my wife, Peggy Yi-Chuan Tsai, who has been 
taking the best care o f me throughout my study at Louisiana Tech University. Without 
my family, especially my parents and my wife, I would never have been able to 
accomplish this doctoral degree.
xiii
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
CHAPTER 1
INTRODUCTION
Marketing is primarily concerned with identifying, understanding, and satisfying 
customers’ needs and wants (Houston, 1986). A successful marketer therefore must know 
his/her customers’ buying preferences, how they make their buying decisions so that 
he/she may best satisfy the customers’ demands. Thus, the study of consumer behavior 
has become an important field in marketing. These marketing concepts have also been 
used in political campaigns for more than forty years in order to boost candidates’ 
potential for success. In such endeavors, a political marketer must understand voters’ 
attitudes and preferences related to specific political issues and candidates, as well as 
voters’ decision-making process for voting behavior.
Purpose o f  the Study 
In the presidential campaigns o f the 1960’s, it was the first time which consumer 
research has been used as a marketing tool in election efforts. In 1966, Mr. Nixon and his 
team conducted the first sophisticated voter survey for his campaign. The Nixon research 
recorded changes in voters’ opinions from the summer of 1966 up to the election in 1968. 
The research program captured the voters’ attention and interest (Honomich, 1971), and 
since that time, politicians have realized how research techniques, already established in
1
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beginning of a new era in political campaigns, a political application of market 
segmentation had been applied to politics.
According to Kotler (1975, p. 377), marketing research helps the candidate to 
“assess the voters’ needs, interests, values and represent himself as the best perceived 
instrument for the voters to achieve their desire.” It means essentially that the candidate 
and his/her team workers market that candidate using modem marketing techniques, 
particularly marketing research and commercial advertising, to maximize voter 
“purchases.” Interest in marketing aspects o f elections has been stimulated, to a large 
extent, by the spectacular growth in political advertising. Moreover, there has been a 
“substantial growth in scientific opinion polling (i.e., marketing research), computer 
analysis of voting patterns (i.e., sales analysis), and professional campaign management 
firms (i.e., marketing organizations)” (P. Kotler, and N. Kotler, 1981, p. 25).
It seems that researchers no longer draw a major distinction between voting 
behavior and consumer behavior (i.e., Nakanishi, Cooper, and Kassaijian, 1974; Palda, 
1975; Rothschild, 1978; Swinyard and Coney, 1978). They view voters as a special kind 
o f consumer. Various explanations have been given for this trend, including increased 
expenditure for advertising in political campaigns and intensive usage of mass media that 
have been employed by business marketers (Rothschild and Houston, 1980). Based on 
previous research, consumer behavior analyses point out that buying behavior overlaps 
voting behavior. For example, mass media (i.e., TV and newspaper) have valid influences 
on both buying behavior and voting behavior. Thus, some concepts o f consumer behavior 
seem to be useful to analyze the individual differences in voting behavior. Because 
personal values play an important role in the research of consumer behavior (i.e., Pitts
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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and Woodside, 1984; Homer and Kahle, 1988; Pitts and Woodside, 1986; Grube, Weir, 
Getzlaf, and Rokeach, 1984; Vinson and Munson, 1976), it is reasonable to expect that 
personal values would also apply to the study o f voting behavior (Kem and Just, 1995).
Researchers (i.e., Williams, 1968; Kluckhohn, 1951; Rokeach, 1973) have viewed 
personal values as “the criteria people use to select and justify actions and to evaluate 
people (including the self) and events” (Schwartz, 1992, p. 1). Personal values have been 
shown to have a considerable influence on the emotional and behavioral responses o f 
individuals (Locke, 1976; Rokeach, 1973). Personal values have been studied from a 
variety of viewpoints by researchers in various fields of social sciences, such as 
psychology, sociology, organizational behavior, consumer behavior, and others. In fact, 
Rokeach (1968a) has pointed out that the concept o f  personal values lies at the core of all 
social sciences. He has further concluded that personal values are the primary dependent 
variables in the study of culture, society, and personality and the primary independent 
variables in the study o f social attitudes and behaviors. In short, personal values are both 
a powerful explanation and an influence o f human behaviors (Homer and Kahle, 1988).
Thus, the postulated model of this research, shown as Figure 1, consists of four 
constructs: (1) voting behavior, (2) party identification, (3) personal values, and (4) 
demographic characteristics. The primary purpose of this study is to explore the 
interrelationships among these four constructs.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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H-l
H-S
H-6
H-2 H-4
H-3
Personal Values
Party Identification
Voting Behavior
Demographic Characteristics
Figure 1: Schematic Representation o f Hypothesized Relationships
(1) Voting behavior:
This research will focus on voting behavior in the 2000 presidential 
election in Florida. In this study, voting behavior is the dependent variable; party 
identification, personal values, and demographic characteristics are independent 
variables.
(2) Party identification:
According to previous research, many variables have proven to be 
significantly related to voting behavior. These variables include party 
identification, candidate orientation, issue orientation, political advertising 
(provided by the specific candidate), negative advertising (provided by the 
specific candidate's opponent/s, i.e., vilification, mud-slinging), social 
relationships (i.e., the relationships with spouse, parents, children, friends, and co­
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workers), economic conditions such as stock index and unemployment rate, 
political interest, political knowledge, and religion (Bone and Ranney, 1976; 
Jamieson, 1996; Nimmo and Combs, 1990; Rose, 1967; Bibby, 1996; Asher, 
1992; Campbell, Converse, Miller, and Stokes, 1960; Campbell and Stokes, 1959; 
DeVries, 1971; Nie, Verba, and Petrocik, 1976; Verbs, Scholozman, and Brady, 
1995). Party identification, candidate orientation, and issue orientation are the 
most immediate determinants of voting behavior. Party identification is a long­
term influential decision-making factor, but candidate orientation and issue 
orientation are relative short-term ones. According to Campbell and Mann (1996), 
“party identification remains the central influence on individual voting decisions” 
(p. 5). The second purpose of this study is to examine voters’ own perceived 
importance related to their party identification and to understand the significance 
of party identification’s association with voting behavior.
(3) Personal values:
Almost all human behaviors are influenced, directly or indirectly, by 
personal values (Feather, 1975). Kluckhohn (1951) defines personal values as “. .
. a conception, explicit or implicit, distinctive o f an individual or characteristic of 
a group, o f the desirable [means and ends] which influences the selection from 
available modes, means and ends of action” (p. 395). In this study, the Rokeach 
Value Survey (RVS) (Rokeach, 1973) will be used to measure the construct of 
personal values. Within the relationship between party identification and personal 
values, party identification is the dependent variable and personal values are the 
independent variables.
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For several decades, marketing researchers (i.e., Weeks and Kahle, 1990; 
Swenson and Herche, 1994; Apasu, 1987; Beckner and Conner, 1981; Pitts and 
Woodside, 1983 and 1984) have studied the concept o f  personal values among 
managers, employees (i.e., salespeople), and consumers. They have shown that 
people’s perceptions o f specific factors (e.g., promotion, motivation, etc.) and 
movements (e.g., decision making process, job performance) are directly or 
indirectly influenced by their personal values. Meglino and Ravlin (1998) provide 
a framework, shown as Figure 2, to illustrate the variety of effects produced by 
personal values.
i f
Values o f  Others
Value
Congruence
Individual Values'Socialization Process 
•Genetics
Task and 
Situational Variables
•Beliefs
•Perception
•Attitudes
•Decisions
•Behavior
•Performance
Outcomes
Figure 2: A Framework for Values Effects 
(Meglino and Ravlin, 1998, p. 365)
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First o f all, personal values function as decision-making determinants to 
rationalize individual’s outcomes (Nord, Brief, Atieh, and Doherty, 1988; 
William, 1979). These outcomes include “beliefs, perception, attitudes, decisions, 
behavior, and performance” (Meglino and Ravlin, 1998, p. 366). Second, personal 
values affect private conduct by means o f value congruence with others. These 
others “can be those of a specific person or the aggregate values of a group or 
organizational unit” (Meglino and Ravlin, 1998, p. 365). Meglino and Ravlin’s 
(1998) “A Framework for Values Effects” offers the validation to support the 
model o f this study. The third purpose is to explore the patterns o f influence of 
personal values on the voters’ party identification and on voting behavior, as well 
as to explore the differences and similarities in personal values associated with 
demographic characteristics.
(4) Demographic characteristics:
Demographic characteristics (i.e., gender, age, education, race, and 
income, etc.) have proved to be significant predictors of voting behavior (Trevor, 
1999; Luskin, 1990; Bibby, 1996; Bone and Ranney, 1976; Jamieson, 1996; 
Asher, 1992). Additionally, these predictors can be categorized into different 
groups for further analysis.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
Objectives of the Study
In more specific terms, the objectives o f this dissertation are:
(1) To identify the significant influence of party identification in the decision­
making process of voting behavior.
(2) To determine whether significant relationships exist between party
identification and personal values.
(3) To determine whether significant relationships exist between party
identification and demographic characteristics.
(4) To determine whether significant relationships exist between demographic 
characteristics and personal values.
(5) To determine whether significant relationships exist between personal values 
and voting behavior.
(6) To determine whether significant relationships exist between demographic 
characteristics and voting behavior.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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Plan o f Study 
This dissertation consists o f  five chapters:
Chapter I- Introduction.
Chapter II- Literature Review. This section consists of the previous research
associated with voting behavior, the significance of party identification, 
the importance o f personal values, and predictability related to 
demographic characteristics.
Chapter III- Methodology. This section describes the research
design, the research hypotheses, and the statistical techniques to be used 
for quantitative analysis.
Chapter IV- Results. This section presents the results of the statistical 
analysis.
Chapter V- Conclusions, Discussion, Implication. This section presents 
conclusion, discussion, recommendations for future research, and implications for 
marketing research.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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Definition o f Terms
Voting behavior: In this study, the voting behavior is limited to the United States 
Presidential Election in 2000.
Party identification: “a person’s psychological attachment or feeling o f  loyalty to a 
political party” (Asher, 1992, p. 60).
Personal Values - “abstract ideals, positive or negative, tied to any specific object or 
situation, representing a person’s beliefs about modes o f conduct and ideal terminal 
modes” (Rokeach, 1968).
Demographic characteristics: voters’ personal information such as gender, age, education, 
race/ethnicity, and income.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
CHAPTER II
LITERATURE REVIEW
This chapter reviews studies related to the following constructs in this study: (1) 
voting behavior, (2) party identification, (3) personal values, and (4) demographic 
characteristics.
Voting Behavior
As Kotler (1984) has noted, marketing is a social process by which individuals 
and groups obtain what they need and want by creating and exchanging products and 
values with others. Previous research has demonstrated that the exchange system is the 
fundamental framework for marketing concepts and consumer behavior (Kotler, 1984; 
Bagozzi, 1975). The exchange theory states that people and organizations interact in such 
a manner as to maximize their rewards and minimize their costs, the benefit being 
rewards minus costs (Bagozzi, 1975). This fundamental marketing framework has also 
been applied successfully to politics (P. Kotler and N. Kotler, 1981).
According to P. Kotler and N. Kotler (1981), in business marketing, the seller 
provides goods, services, and communications to the market in exchange for money and 
information from the buyers. Similarly, in political marketing, “a candidate dispatches 
specific promises and favors to a set of voters in exchange for their votes” (P. Kotler and
1 1
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N. Kotler, 1981, p. 27). The comparison between business marketing and political 
marketing is shown in Figure 3.
Business Marketing Political Marketing
Communication Communication
Goods and Promises and favors
Money Votes
BuyersBuyersSeller Seller
In formation Information
Figure 3: The Comparison between Business Marketing and Political Marketing
(P. Kotler and N. Kotler, 1981).
In the business world, firms and researchers spend money and time on marketing 
research in an attempt to create a better distribution channel for gathering intelligence, for 
disseminating information, and for obtaining a better understanding of consumer 
behavior. Likewise, in political marketing, a candidate develops a marketing strategy to 
formulate the best position on political issues, to identify the best media for reaching 
intended voters, and to understand voting behavior. Thus, in the ensuing political 
election, a candidate offers policies to the public via mass communication and in return 
receives the votes and confirmation from the voters. In both business and political
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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marketing, collected information is used for further research and analysis. Indeed, this 
analogy supports the rationale for applying marketing research techniques to politics.
Elections are obviously the most important process for choosing leaders to run the 
government and for providing elected officials with authority to make political decisions, 
such as budgetary allocations, personnel appointments, and public policy approval. In this 
way, an election provides the necessary “linkage between the preferences o f the citizens 
and the actions o f the government” (Asher, 1992, p. 33). Thus, the analysis associated 
with voters’ preferences is a feasible way to predict voting behavior.
According to the Social Choice Theory (Johnson, 1998), a voter’s voting decision 
is a deliberate decision-making process from an accumulation o f personal preferences. 
Social Choice Theory assumes that voters have the ability to rank and differentiate 
between the different candidates: I prefer A to B or A is better than B. “Significant 
differences must exist, and be perceived, among alternatives so that voting will be seen to 
make a difference” (Walker and Lawler, 1986, p. 24). Generally, voters have a set of 
personal criteria they use to evaluate and assess candidates. They often search actively for 
information about (1) political and economic issues related to both national and personal 
welfare, and (2) policies and goals offered by each candidate and/or political party. In 
other words, voters have often developed for themselves “a cognitive map in which such 
information is matched with personal preferences and degree o f fit is established between 
the individual’s outlook and the perceived policies of each contending party” (Walker 
and Lawler, 1986, p. 24). This cognitive map is the foundation for voting decisions; 
people vote for the candidate who offers the greatest subjective expected utility to them. 
For example, a potential car buyer ranks and rates the alternatives based on automobile
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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performance, fuel consumption, color, exterior style, and reliability o f quality offered by 
the manufacturer. Similarly, voters also evaluate and assess different candidates based on 
previous performance, party identification, personal appearance, and proposed political 
policies. The result o f these evaluations and assessments is the voter’s voting decision.
It is not surprising that forecasting the results of presidential elections has 
gathered increased attention. Scholars have developed several models to understand the 
structure of elections in the past and to predict the outcome o f elections in the future. The 
role o f party identification in guiding voting behavior has been o f  particular interest (i.e., 
Campbell and Mann, 1996).
Party Identification
Epstein (1967, p. 7) defines “political party” as “any group, however loosely 
organized, seeking to select government officeholders under a given label.” Voters’ 
partiality of a particular political party has been a major consideration in the analysis of 
presidential elections in the United States.
Indeed, one o f the oldest and most successful indicators o f Americans’ voting 
behavior is the party affiliation. This “party identification” is defined as “a person’s 
psychological attachment or feeling of loyalty to a political party” (Asher, 1992, p. 60), 
or “the individual’s affective orientation to an important group-object in his 
environment” (Campbell, Converse, Miller, and Stokes, I960, p. 121). Most voters 
acquire their party identification from their family, especially parents, during their 
formative years (Bone and Ranney, 1976; Asher, 1992). Party identification does “not 
appear to be a concomitant o f  citizenship or a political coming o f  age” (Fiorina, 1981, p.
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85). In fact, people develop their party identification early in life and prior to their 
awareness and preferences o f political policies. It is true, however, that party 
identification becomes stronger with length of affiliation. This tendency is similar to the 
acquisition o f religion. People learn that they are Baptist or Catholic long before they 
have any understanding o f doctrine. Thus, party identification consists of voters’ 
emotional attachments.
Because party identification requires this learning process, it is recognized as the 
long-term influence in voting behavior. Actually, more than 80% o f Americans express 
some level of personal preference o f party identification, and fewer than 20% of 
Americans express no loyalty to any political party (Bone and Ranney, 1976).
Political parties function “to organize participation, to aggregate interests, and to 
serve as the link between social forces and the government” (Huntington, 1980, p. 91). 
Schattschneider (1942) and Huntington (1980) have demonstrated that political parties 
serve as intermediaries between people and the government. Political parties collect 
citizens’ interests, designate issue policies, define objectives and mobilize people to 
achieve those objectives, schedule political activities and organize participation (i.e., 
rally, speech), and contest elections.
Moreover, political parties nominate the candidates in the presidential elections 
and support their candidate in the political campaigns (Bibby, 1996). Candidate 
nomination is crucial to American presidential elections. “In the United States, all 
national and most major state elected officials are nominated by political parties” (Bibby, 
1996, p. 9). In marketing, a product’s value is questionable if  it does not have a 
company’s trademark; similarly, the worth o f a political candidate is questioned if he/she
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does not have a political party’s recognition and support. Since 1800, no one has been 
elected President o f  the United States without a political party’s nomination. In fact, it 
has become essential for a candidate’s success to have the sponsorship o f a political 
party.
Political parties have the ability to “reinforce existing predispositions and activate 
propensity to vote for the party” (Walker and Lawler, 1986, p. 24). Given the huge 
territory of the United States, the large number of voters scattered all over the country, 
the different regional social interests, and the various political cultures, the political party 
system provides best the communication and the distribution structure for understanding 
and reaching voters. Additionally, political parties always have loyal voters who make 
donations, attend party activities, and vote for the party’s nominated candidate/s. These 
loyal supporters possess certain identifiable characteristics: first, they are actively 
interested in elections; second, they aggressively gather political information; third, they 
have the greatest participation in voting behavior; finally, and most importantly, they are 
totally committed to their party. Thus, political parties “can rely upon the partisan 
commitment o f most voters to guide their election day choices” (Bibby, 1996, p. 10). 
Conclusion
Campbell and Mann argue that “party identification explains voting behavior” 
(1996, p. 5). Party identification is assumed to be “stable, affectively based, and relatively 
impervious to change except under extremely stressful conditions such as major 
depressions” (Campbell, Converse, Miller, and Stokes, 1960, p. 151). In American 
politics, the impact o f  party identification is highly steady. Individuals who have a 
significant party identification usually determine their voting choices before a campaign
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even begins, because their voting decisions are firmly established by party affiliation and 
less likely to change. Additionally, they tend to expose themselves to the political 
information which favors the party and/or candidate that they prefer (McCombs, 1972).
In American politics, party identification is one o f the most consistent factors in 
predicting voting trends and outcomes. In fact, the effect o f party identification is 
constant with most American voters. “Most American voters identify themselves as either 
Democrats or Republicans, and most partisans loyally vote for their party’s presidential 
candidate” (Campbell and Mann, 1996, p. 5). According to Campbell, Converse, Miller, 
and Stokes (1960), only 20 percent o f Americans change their party identification during 
their lifetime. In the presidential elections between 1948 and 1992, the Republican Party 
and the Democratic Party regularly obtained more than 90% of votes (Bibby, 1996). 
Party loyalists do not have to spend time studying and understanding politics, because 
“party labels enable voters to sort out this complexity and vote for the candidates o f their 
preferred party- the party which they perceive to be closest to their interests” (Bibby, 
1996, p. 12).
Personal Values
Although it is clear that personal values have important implications for 
marketing researchers, it is not clear how personal values influence voters’ party 
identification and voting behavior. In order to investigate the relationships among 
personal values, party identification, and voting behavior, it is necessary to operationally 
define personal values and to point out instruments for examining the connections 
between these three constructs. This section focuses on the concepts of personal values
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and on applications in contemporary research. In addition, significant relationships 
between personal values and some phenomena of human behavior will be discussed.
The Meaning o f Personal Values
Personal values are defined as “an enduring prescriptive or proscriptive belief that 
a specific end state o f existence or specific mode of conduct is preferred to an opposite 
end state or mode of conduct for living one’s life” (Rokeach, 1973, p. 5) or as “abstract 
ideals, positive or negative, tied to any specific object or situation, representing a 
person’s beliefs about modes of conduct and ideal terminal modes” (Rokeach, 1968b, p. 
547). In other words, personal values are individuals’ beliefs about what is right or good 
and what is wrong or bad and determine not only what is acceptable and unacceptable to 
individuals, but also what people’s needs are, the way they satisfy those needs, and the 
way they establish and achieve their goals.
Personal values have also been associated with basic human needs: biological 
needs, social interactional requirements, and social expectations o f the individual 
(Schwartz and Bilsky, 1987). Of course, personal values are important in the study of 
human behavior because they guide actions and judgments regarding objects and 
situations (Rokeach, 1968a). In this perspective, personal values are used by social 
scientists to describe “a principle, standard, course o f action, or quality considered useful 
or worthwhile” (Kahle, 1983, p. 43). More generally, people use their learned personal 
values as standards to determine whether they are as moral or as competent as others, and 
to guide their interactions with others and to explain their own beliefs, attitudes, and 
behaviors that might otherwise be unacceptable to society (Rokeach, 1973; McMurry, 
1963).
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Moral values, like cultural values and religious values, are instilled in people from 
early childhood, and even though people modify their moral values as they mature, their 
early value training continues to influence their behavior throughout life. For example, 
children are taught that telling lies is an immoral behavior. However, as an individual 
becomes aware o f his or her value system, that person begins to base his or her personal 
values on facts or scientific evidence rather than on personal preference. And the more an 
individual consciously believes in a particular value, the less likely that person will 
change that value. On the other hand, Kamakura and Novak (1992) argue that personal 
values influence attitudes and behaviors in a different viewpoint: they are not totally 
objective, but rather are based on personal preferences and emotional reactions. For 
example, an individual may say that he or she prefers playing golf to playing tennis. This 
is not to say that playing golf is judged to be better than playing tennis, but only that 
playing golf gives more pleasure to that person than playing tennis. Thus, according to 
Kamakura and Novak (1992), learned personal values determine attitudes and behaviors. 
Assessment of Personal Values
In Rokeach’s theory of human values, “once a value is learned, the value becomes 
part of a value system in which each value is ordered in priority relative to other values” 
(Rokeach, 1973, pp. 9-17). It is not only cognitive values, personal preferences, and 
moral values that influence people’s behavior and attitudes, but cultural (religious) values 
as well. People’s feelings of self-esteem and self-importance strongly influence their 
decision-making process, perceptions, and judgments. For example, Asians have a higher 
sense of filial piety than Americans do; the young Asians are more obedient to their 
parents than the young Americans. And since most situations in life activate more than
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one value, an individual relies on his or her personal value system to judge preferences 
and priorities before making a decision regarding attitudes and behavior. Hence, “the 
value system, rather than a single value, should provide a more complete understanding 
o f the motivational forces driving an individual’s beliefs, attitudes, and behaviors” 
(Kamakura and Novak, 1992, p. 119). In other words, an analysis of information 
regarding a person’s entire value system would be a more reliable way to evaluate the 
impact o f a person’s values on his or her attitudes and behaviors.
The Structure of Personal Values
Researchers use several methods to interpret the perception and importance of 
personal values. “Since a person can only take, in effect, one, action at a time, a person 
who did not have any hierarchy o f values would be paralyzed by conflict and would be 
unable to act at all or to sustain an action once taken” (Locke, 1991, p. 291). In fact, 
many researchers judge that these personal value items are hierarchically structured 
according to their comparative importance to a human being (Locke, 1991; Rokeach, 
1973; Ravlin and Meglino, 1989).
The maimer in which Rokeach (1973) constructs personal values is shown as 
Table 2.1.
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Table 2.1
The Structure o f Personal Values
Terminal Values
Social:
Global Social-oriented Values: 
A World at Peace 
Equality
National Security
Social Status-oriented Values:
An exciting Life 
A Sense o f Accomplishment 
Social Recognition
Instrumental Values
Competence:
Creativity-oriented Values: 
Imaginative 
Independent 
Intellectual 
Logical
Achievement-oriented Values: 
Ambition 
Capable 
Cheerful
Personal:
Secular Values:
A comfortable Life 
Family Security 
Happiness 
Pleasure
Spiritual Values:
Inner Harmony 
Mature Love 
Self-respect
Moral:
Other-oriented Values: 
Courageous 
Forgiving 
Helpful 
Honest
Submissiveness-oriented Values: 
Obedient 
Polite
Self-controlled
Responsible
There are two sets o f values in the Rokeach Value System (RVS) (Rokeach, 
1973): <1> terminal values and <2> instrumental values.
<1> Terminal values are o f two kinds: social and personal.
(1) The terminal “social” values consist o f values directed toward global social 
concerns and those that are social status oriented.
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(2) The components o f terminal “personal” values are secular and spiritual 
values.
<2> Instrumental values are o f  two kinds: competence and moral.
(1) Instrumental “competence” values are divided into two kinds: creativity- 
oriented and achievement-oriented value structures.
(2) Instrumental “moral” values are also divided into two kinds: other-oriented 
values and submissiveness-oriented values (Rokeach, 1973).
However, all theorists do not share Rokeach’s belief. Kluckhohn (1951) states 
that personal values could be held independently o f one another. This view allows the 
possibility that an individual’s personal values may be consistently high, equally low, or 
equivalent in their strength.
Are Personal Values Stable?
Personal values are more enduring than attitudes and/or opinions to an individual 
(Meglino and Ravlin, 1998). Rokeach (1973, p. 6) articulates the permanence o f personal 
values by noting that “absolute learning of values that more or less guarantees their 
endurance and stability.” This proposition is supported by a longitudinal study in 1996. 
Lubinski, Schmidt, and Benbow (1996) conclude that personal values are extraordinarily 
constant over a 20-year time frame.
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What are the Effects o f  Personal Values on Perception and Behavior?
Because personal values relate to nearly all forms o f behaviors, they also affect 
personal interactions. That is, when individuals hold similar personal values, they would 
behave in similar ways. This enables people to forecast the behavior of others and to 
more competently adjust their own actions. For example, personal values determine 
individual’s attitude toward political topics and tend to establish relations with other 
people holding similar personal values (McMurry, 1963). In fact, similarities in personal 
values create a social system that facilitates cooperation among individuals in achieving 
common goals (Kluckhonh, 1951). People may have greater satisfaction in personal 
relationships because homogeneity in personal values decreases role ambiguity and role 
conflict (Fisher and Gitelson, 1983). According to Kluckhohn (1951), personal values 
indicate socially desirable behavior, because the hint of social consistency (e.g., feelings 
o f guilt, shame) prompts individuals to conform to prevailing social values in their 
communal actions. In fact, this value-related behavior is so strongly instilled that 
individuals follow this pattern o f behavior in order to stay away from feelings of self­
depreciation. Meglino and Ravlin (1998, p. 356) conclude that “value-inconsistent 
behavior produces such negative feelings, individuals who fail to act, or are prevented 
from acting, in accordance with their personal values should exhibit lower levels o f 
satisfaction.”
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Personal Values in Contemporary Research
Before examining studies in personal values, it is necessary to divide them into 
two groups: (1) personal values as independent variables and (2) personal values as 
dependent variables. When personal values were investigated as dependent variables, 
demographic characteristics (i.e., age, gender, race, etc.) were primarily the independent 
variables (Keng and Yang, 1993; Timmer and Kahle, 1983; Ness and Stith, 1984). The 
second group will be discussed in detail in the section o f Relationships between 
Demographic Characteristics and Personal Values of this study.
Personal Values as Independent Variables. Generally speaking, the concept of 
personal values has been increasingly employed as a tool for marketing research. In fact, 
researchers in the field o f marketing have investigated the influence of personal values on 
consumer behavior for several decades (Rosenberg, 1956; Vinson and Munson, 1976; 
Beatty, Kahle, Homer, and Misra, 1985) in an attempt to establish a model o f  personal 
values, life-styles, and consumption (Carman, 1978; Rokeach, 1968a; Veroff, Douvan, 
and Kulka, 1981; Kahle, 1983) and to investigate the differences in personal values 
among a group of respondents from different cultural backgrounds (Munson and 
McIntyre, 1978; Henry, 1976; Kahle, Rose, and Shoham, 2000). Manzer and Miller 
(1978) have found significant relationships among personal values, attitudes, and 
behavior associated with contributions to charitable causes. And other studies have found 
that personal values affect purchase choices o f a variety o f goods, such as deodorant and 
automobile models (Pitts and Woodside, 1984); influence the preference for natural food 
(Homer and Kahle, 1988); determine travel decisions (Pitts and Woodside, 1986); affect
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individuals’ mall visiting behavior (Feinberg and Meoli, 1991; Swinyard, 1998); and 
influence choices in work and leisure pursuits (Jackson, 1973).
Personal values have also been analyzed in mass media usage (Becker and 
Connor, 1981; Rokeach and Ball-Rokeach, 1989), in cigarette smoking (Grube, Weir, 
Getzlaf, and Rokeach, 1984), in geographic segmentation (Kotler, 1984; Reynolds and 
Jolly, 1980), in brand preferences (Pitts and Woodside, 1983; Pitts and Woodside, 1984; 
Grube, Weir, Getzlaf, and Rokeach, 1984; Scott and Lamont, 1973; Vinson and Munson, 
1976), in salespeople’s perceptions o f reward (Apasu, 1987), and in salespeople’s 
performance (Swenson and Herche, 1994; Apasu and Buatsi, 1983; Weeks and Kahle, 
1990).
The concept o f  personal values has also been applied to inspect the similarities 
and differences between smokers and nonsmokers (Grube, Weir, Getzlaf, and Rokeach, 
1984). Surprisingly, in the RVS ranking scale, 22 o f the 36 personal value items were 
found significantly different between smokers and nonsmokers. Smokers ranked the 
terminal values o f an exciting life, freedom, happiness, mature love, and pleasure and the 
instrumental values o f broadminded, capable, courageous, imaginative, and independent 
higher than nonsmokers. By contrast, nonsmokers ranked the terminal values of a sense 
o f accomplishment, a world o f beauty, family security, salvation, self-respect, and the 
instrumental values o f  cheerful, helpful, obedient, polite, and self-controlled higher than 
smokers.
Pitts and Woodside (1983) utilized the ranking format o f Rokeach Value Scale 
(Rokeach, 1973) to explore how well personal values function as fundamental predicting 
variables for market segmentation. They investigated individual’s product class
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preference and brand preference for three products: automobiles, underarm deodorants, 
and weekend recreation activities. The results show that “strong relationships were found 
between values and consumer choice criteria” (Pitts and Woodside, 1983, p. 52). That is, 
consumers with different personal value configurations use dissimilar decision-making 
factors in selecting products. In the example of buying automobiles, the choice criteria o f 
style is positively related to social recognition, but negatively related to sense o f  
accomplishment. Moreover, the hypothesis that “groups o f consumers with similar 
product class/brand preferences can be differentiated in terms o f  the values” is supported 
(Pitts and Woodside, 1983, p. 39). In the example of travel decision, those respondents 
who favored visiting a state park placed more importance on comfortable life, freedom, a 
sense o f accomplishment, being loving, and intellectual. On the other hand, those 
respondents who decided not to visit this park judged an exciting life to be vital. 
Therefore, Pitts and Woodside (1983, p. 51) concluded that “values were found to be 
effective in discriminating product/attraction class and brand/specific attraction 
preference groups.”
Becker and Connor (1981) utilized the rank order format o f RVS (Rokeach, 1973) 
as predictor variables to explore whether personal values manipulate individuals’ media- 
usage behavior. According to their findings, heavy TV users (watch TV > 2.5 hours per 
day) ranked happiness higher but an exciting life and capable lower than light TV users. 
Moreover, heavy magazine readers (read magazine > 0.5 hour per day) ranked 
independent and intellectual higher but family security lower than light magazine readers. 
Furthermore, heavy newspaper readers (read newspaper > 0.5 hour per day) placed more 
significance on honest and logical but less importance on mature love, pleasure, and
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salvation than light newspaper readers. Thus, Becker and Connor (1981, p. 42) concluded 
that “personal values influence individuals’ media-usage behavior.”
Significant differences were found in personal values between Coke and Pepsi 
drinkers (Keng and Yang, 1993). Coke drinkers were older, more security, sense of 
belonging, and achievement oriented; on the other hand, Pepsi drinkers were younger, 
more inclined to self-respect, respect by others, and enjoyment in life.
McCarty and Shrum (1993) explored the connection between personal values and 
demographics to predict people’s TV viewing behavior. Personal values were assessed by 
the terminal values o f Rokeach Value Survey (RVS) (Rokeach, 1973) on a 0 to 100 scale. 
Respondents were asked to rate each value item in the following manner: “0 indicates no 
importance and 100 indicates extremely importance” (McCarty and Shrum, 1993, p. 83). 
Age, education, and income were included in demographics as independent variables in 
this study.
For male respondents, the weight o f the “self actualization” factor (inner 
harmony, mature love, salvation, self-respect, social recognition, true friendship, and 
wisdom) was negatively related to the time spent watching news, but was positively 
related to the time spent watching comedy. Furthermore, the consequence o f the 
“personal gratification” factor (a comfortable life, an exciting life, a sense of 
accomplishment, and pleasure) was negatively related to the time spent watching 
comedies, dramas, and sports programs, but was positively related to the time spent 
watching movies and action/adventure programs. Moreover, the greater the significance 
o f the “security /contentedness” factor (family security, freedom, happiness, and national
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security), the higher the overall measure o f TV watching behavior, including news, 
movies, and sports programs (McCarty and Shrum, 1993, p. 85).
For female respondents, on the other hand, the consequence of the “personal 
gratification” factor (a comfortable life, an exciting life, happiness, inner harmony, 
mature love, pleasure, and true friendship) was positively related to the amount of time 
spent watching movies and comedy. Moreover, the greater the importance of the “self 
actualization” factor among female respondents (self-respect, social recognition, and 
wisdom), the less the time they spent watching TV, including soap operas, but the more 
the time they spent on news screening. As the significance o f the “idealism” factor (a 
sense of accomplishment, a world at peace, a world o f beauty, and equality) increased, 
the ratio of news watching increased, whereas the time spent watching dramas decreased. 
Likewise, there existed a positive relationship between the “security/contentedness” 
factor (family security, freedom, national security, and salvation) and the proportion of 
news viewing (McCarty and Shrum, 1993, p. 86).
These results suggested that “males and females had different factor structures for 
Rokeach scale” (McCarty and Shrum, 1993, p. 91). In other words, gender difference was 
significantly related to the differences in personal values. Additionally, not only total TV- 
watching hours but also the selections o f TV programs were significantly influenced by 
personal values.
Singhapakdi and Vitell (1993) used the “List o f Values (LOV)” (Kahle, 1983) to 
investigate the association between personal values and personal moral philosophies (i.e., 
idealism vs. relativism; Forsyth, 1980) among marketers and concluded that idealism was 
positively related to warm relationships with others, being well respected, security, sense
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of belonging, and self-respect. Conversely, relativism was significantly related to 
excitement, fun and enjoyment in life, and a lack of self-respect.
Rallapalli, Vitell, and Szeinbach (2000) also utilized the “List of Values” (Kahle, 
1983) to explore the relationships between marketers’ deontological norms and personal 
values. ‘Tricing and distribution norms, information and contract norms, product and 
promotion norms, obligation and disclosure norms, and general norms” are the five 
categories o f  marketers’ deontological norms (Rallapalli, Vitell, and Szeinbach, 2000, p. 
65). Remarkably, some dimensions of these norms were significantly related to several 
personal value items. For example, excitement and a sense o f  accomplishment were 
negatively related to pricing and distribution norms and obligation and disclosure norms. 
Moreover, fun and enjoyment o f  life was negatively related to information and contract 
norms, product and promotion norms, and obligation and disclosure norms. Ultimately, 
warm relationships with others was also negatively related to obligation and disclosure 
norms and general (honesty and integrity) norms.
Kahle, Rose, and Shoham (2000) employed the “List o f  Values (LOV)” (Kahle, 
1983) to explore whether differences in personal values exist among respondents from 
different regions in the USA. They concluded that “subgroups o f people within a nation 
can have very different views” (Kahle, Rose, and Shoham, 2000, p. 7). People from East, 
Midwest, South, and West regions had significant personal value rating differences on 
self-respect, warm relationships with others, self-fulfillment, sense o f accomplishment, 
being well-respected, and sense o f  belonging.
Beatty, Kahle, and Homer (1991) also conducted research to understand the 
relationship between personal values and gift-giving behavior. The construct of personal
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values was measured by a ranking order format o f “List o f  Values” scale (LOV) (Kahle, 
Beatty, and Homer, 1986). The respondents were told to rank order those nine value 
items in LOV from 1 to 9 so that 1 was the most important item and 9 was the least 
important item. The gifl-giving behavior was measured by a scale consisted of 7 gift- 
giving items (Banks, 1980). They found that “certain values are associated with certain 
gift-giving behavior across individuals from two diverse cultures and regardless o f sex” 
(Beatty, Kahle, and Homer, 1991, p. 154). That is, people who gave more gifts and 
invested more endeavors in gift selection were inclined to rank warm relationship with 
others and self respect more important, whereas people who ordered sense o f belonging, 
fun, enjoyment and excitement, and security more imperative were more likely to give 
fewer gifts and invest less endeavors in gift selection.
Swinyard (1998) used the “List of Values (LOV)” scale (Kahle, 1983) to 
investigate what personal value items seem to motivate the frequency of shopping mall 
visiting behavior among heads o f  households in the USA. The format of LOV was a nine- 
point scale, with 1= not at all important and 9= extremely important. The results showed 
that frequent mall shoppers demonstrated significantly higher importance on sense o f  
belonging, warm relationships, security, and excitement than other shoppers.
Conclusion
Many studies have demonstrated the effects personal value items have on 
relationships among personal values, attitudes, and behaviors. It has been concluded that 
personal values are fundamental to attitude and behavior (Becker and Connor, 1981) and 
that they are in fact more enduring than attitudes and central to a person’s cognitive 
structure (Kamakura and Novak, 1992). Supported with these findings, personal values
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have been utilized for product development, segmentation, positioning, media selection, 
promotion, and environmental scanning (Pitts and Woodside, 1984). Because of the 
perceived link between personal values and consumption, researchers (Kahle, 1986; 
Kahle and Kennedy, 1989; Beatty, Kahle, Homer, and Misra, 1985) have observed that 
people often purchase products and/or services for the benefit o f personal value 
fulfillment and have concluded that the function o f  marketing is to help consumers fulfill 
their personal values.
Demographic Characteristics 
In American politics, the most significant categorical variables are gender, 
education, age, income, occupation, and race (Agger, 1959; Campbell, Converse, Miller, 
and Stokes, 1960; Bone and Ranney, 1976; Bibby, 1996; Dalton, 1996; Asher, 1992; Nie, 
Verba, and Petrocik, 1976; Trevor, 1999; Burgess, Haney, Snyder, Sullivan, and Transue, 
2000). It has been found that voters in the same category have distinctive group 
characteristics in political behavior. Each category consists of people sharing one or more 
similarities (e.g., men vs. women, Blacks vs. Whites), which appear to be group 
identification and efficacy of the group’s interests.
Gender
In the 1960’s, when the majority o f  women were still housewives, they were 
“more conservative in their voting preferences than men” (Judis, 2000, p. 15). They also 
had lower participation in political activities than men, were less involved and less 
interested in politics, even thought “voting is an exclusively male activity” (Campbell, 
Converse, Miller, and Stokes, 1960, p. 484~ 485). But, as women’s professional and
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social status changed, their voting behavior also changed. As Newman and Sheth (1984) 
have pointed out that “women are just as involved, interested, and concerned about 
politics as men are” (p. 17). Women have an increased awareness that their votes matter 
and/or that they have a civil obligation to vote.
Since 1980, however, research has shown that there exist a greater variation in 
political participation between women and men. This “gender gap” reflects “the growing 
differences in voting behavior between men and women, particularly the higher 
propensity for women to vote Democratic” (Trevor, 1999, p. 65). This term also refers to 
“the higher proportion o f women that identify themselves as Democrats” (Trevor, 1999, 
p. 65).
Indeed, gender-based dissimilarities in voting choices and in party identification 
have become greater over time (Russell, 1996; Trevor, 1999). For example, according to 
a study done by the Roper Center, “women now vote consistently more heavily 
Democratic than men, and the margin appears to be growing with each election” (Roper 
Center, 1996, p. 8-9). Additionally, the American National Election Studies (1952- 
1996) reflect the same trend. Except for the presidential elections of 1956 and 1962, 
women have shown a significant inclination to vote for the Democratic Party. On the 
other hand, the same studies have shown that, since 1984, men illustrate a greater 
tendency than women to identify themselves as Republicans. In the case of 
“Independent” voters, men, have a greater tendency to identify themselves with that 
group as well.
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Education
The research of voting behavior indicates that highly educated people are more 
likely to be Republicans, whereas a high proportion o f the least educated people are more 
likely to be Democrats (Agger, 1959; Bone and Ranney, 1976). In other words, there 
seems to be a positive relationship between an individual’s level o f education and his/her 
party identification as a Republican (Bibby, 1996).
Although it cannot be shown that the level of education influences party 
affiliation, research has indicated that the level o f education is related to voters’ political 
participation (Bone and Ranney, 1976; Bibby, 1996). Education has been found “to 
determine voter turnout significantly” (Chapman and Palda, 1983, p. 347). Highly 
educated voters are the most active, the most interested in politics, and the most 
concerned about elections’ outcomes: “apparently education gives people the 
psychological apparatus they need for ordering and making sense out of political events” 
(Bone and Ranney, 1976, p. 21). Consequently, highly educated voters discover more 
denotation in politics than the less educated voters and gain more satisfaction from 
political participation (Campbell, Converse, Miller, and Stokes, 1960, pp. 475- 481). 
Additionally, education level affects the gender disparity: the “gender gap” (Trevor, 
1999, p. 65) narrows as the education level increases (Bone and Ranney, 1976). It 
appears that education may have the effect o f  teaching women that they should have 
equal involvement in politics to that o f men. Moreover, the highly educated independents 
tend to vote as often as party identifiers, but do not participate as much in other political 
activities (Bibby, 1996).
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Age
There have always been significant disparities in the voting behavior among 
various age groups. Although every person over the age o f  18 has an opportunity to vote, 
people are more likely to vote when they get older. Research has shown that older voters 
are more interested in politics than younger voters (Stephens and Merrill, 1984). When 
people get older and have jobs, family, and assets, they pay taxes, insurance, and living 
expenses (e.g., utility expenditure, children tuition fees), they become more aware o f the 
role o f government in their life: “they become increasingly aware of the impact o f 
government policies on their welfare; consequently, their personal stakes in politics 
increase and become more evident” (Bone and Ranney, 1976, p. 20). For example, people 
over the age of 65 are inclined to support any legislation to lower medical costs.
Research has shown that older people are also more active in political campaigns. 
According to Bone and Ranney (1976), when people grow older, they become 
“politically more involved, more partisan, and more active” (p. 20). When Stephens and 
Merrill (1984) conducted interviews prior to the 1982 general election in Arizona, they 
found that older people are more likely to become involved in political activities and to 
contribute to campaigns. In addition, Stephens and Merrill (1984) found that “older 
voters changed more during the campaign, being, by implication, more open to 
persuasive messages than younger voters” (p. 17).
According to Asher (1992), Dalton (1996), and Stephens and Merrill (1984), older 
people are more likely to be Republicans because they prefer to maintain the status quo 
on political issues. Young people, on the other hand, are more generally indifferent to 
politics than older people, a phenomenon that exists in all educational levels. They are
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less inclined to vote than older citizens (Dalton, 1996). For example, “only 48.6 percent 
of persons eighteen to twenty reported voting in 1992 compared to a participation rate of 
78.0 percent for those in the over-sixty-five age bracket” (Bibby, 1996, p. 257). In other 
words, age appears to be positively related to the strength of party identification and to 
political participation.
Income and Occupation
Another factor that figures in the outcome o f American elections is a combination 
of income and occupation. Social classes are measured by using education, occupation, 
residence, and income data to determine socioeconomic status (Bone and Ranney, 1976; 
Coleman, 1983). Of these, education, income, and profession are highly interrelated 
(Bibby, 1996). Thus, it may be inferred that differences in political behavior are related to 
differences in economic position and employment.
Lower income persons provide the conventional foundation o f Democratic 
support, whereas the Republican Party is known as the party of businessmen, professional 
people, and other high-income groups (Bibby, 1996): “as income, education, and 
occupational status goes up, the likelihood of an individual’s voting Republican 
increases” (Bibby, 1996, p. 272). Moreover, “a far higher proportion o f upper-status than 
lower-status people regularly vote and are otherwise active politically” (Bone and 
Ranney, 1976, p. 24). In other words, level o f income is positively related to political 
participation and voting behavior.
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Race
Finally, race is a strong indicator of party identification and voting behavior. 
Some studies have demonstrated that “a higher proportion o f whites than blacks votes, 
and blacks are more frequent voters than Hispanics” (Bibby, 1996, p. 259; Asher, 1992). 
Bone and Ranney (1976) have also noted that Whites usually have higher participation in 
voting behavior than Blacks.
Blacks and Whites appear to separate in their party preferences. According to 
Bone and Ranney (1976), since the 1930’s Whites have voted heavily for the Republican 
Party, and Blacks and other minority groups have voted mainly for the Democratic Party: 
“Black began to move to the Democratic Party well before the 1980s, largely because of 
civil right” (Judis, 2000, p. 17). In fact, strong Black support is critical for Democratic 
victories in elections. Statistical evidence has shown that 94 percent o f Black women and 
85 percent o f Black men voted for Gore in the 2000 presidential election (Judis, 2000). 
Moreover, “a growing black population, higher levels o f voter turnout, and massive 
support for Democratic candidates have meant that blacks constitute an increasingly 
important share of the Democratic votes” (Bibby, 1996, p. 278-279). Additionally, 
research (i.e., Asher, 1992; Bibby, 1996; Nie, Verba, and Petrocik, 1976) has shown that 
“black voters, since 1964 have rights to vote, who have voted Democratic in 
overwhelming proportions (91 percent in 1992)” (Bibby, 1996, p. 272). Thus, there exist 
significant differences between Whites’ and Blacks’ voting choices.
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Relationships between Demographic Characteristics and Personal Values 
Researchers have provided evidence noting that different people have different 
personal values (Keng and Yang, 1993), a phenomenon that may be affected by several 
factors. Timmer and Kahle (1983) discovered that these factors include the dominant 
cultural beliefs, personal experiences, relationships with family and co-workers, and 
assimilation with social class. Timmer and Kahle (1983) continued to examine the 
correlations between birthright demographic characteristics (i.e., age, sex/gender, birth 
position, and race/ethnicity) and personal values and concluded that these mutual 
relationships are significant. Moreover, ascribed and attained demographic characteristics 
(i.e., religion, level o f education, type o f occupation, and income) all influence or are 
influenced by personal values: “in most cases, both birthright and ascribed demographic 
characteristics influence or are influenced by values” (Keng and Yang, 1993, p. 413).
As noted earlier, when personal values were investigated as dependent variables, 
demographic characteristics were entirely the independent variables (Keng and Yang, 
1993; Timmer and Kahle, 1983; Ness and Stith, 1984). The impact o f each independent 
predictor will be illustrated separately in more detail.
Gender and Personal Values. Significant differences exist between men and 
women in their personal values. According to Keng and Yang (1993), women possess 
greater importance on harmony than men. On the other hand, men rate sense of 
accomplishment more heavily than women. Rokeach (1973) presented similar findings in 
which men evaluate sense o f  accomplishment and exciting life more importantly than 
women, but women obtain greater significance in true friendship and mature love than 
men. Similarly, Rokeach’s results were also confirmed by Timmer and Kahle (1983):
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
38
“women are more likely than men to identify warm relationships with others and a sense 
o f belongings as their most important value, and men are more likely than women to 
value a sense o f accomplishment and fun-enjoyment-excitement” (Timmer and Kahle, 
1983, p. 75).
Age and Personal Values. For inspecting the link between age and personal 
values, Timmer and Kahle (1983) categorized the respondents independently for each 
gender in order to control the gender category effect. Some significant findings were 
observed. On the subject o f  men, those above 45-year-old perceived self-respect more 
important than those below 45-year-old. Security appeared to be the primary concern for 
the group of 65-year-olds and above. Self-fulfillment and fun-enjoyment-excitement were 
negatively related to age. On the other hand, women in different age groups chose diverse 
items as their most important values. For example, self-respect was the most important 
personal value to 45 to 49-year-olds and sense o f belonging was the most important 
personal value to 40 to 44-year-olds. The youngest cluster (21-24 years old) selected 
warm relationship with others, sense o f accomplishment, and self-fulfillment as the most 
important personal values more frequently than any other group. Furthermore, age 
appeared to have a positive relationship with being well respected but a negative one with 
fun-enjoyment-excitement. Indeed, age has a significant impact on the choice of personal 
values (Timmer and Kahle, 1983).
Race and Personal Values. Keng and Yang (1993) have observed significant 
ethnic differences in the choice o f  personal values. Timmer and Kahle (1983) have also 
identified noteworthy deviation among various racial groups in the choice of personal 
values: “Black and Hispanic respondents worry far more about basic security than do
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
39
their White counterparts” (Timmer and Kahle, 1983, p. 95). Additionally, Whites 
perceived self-fulfillment and sense o f belonging more essential than Blacks and 
Hispanics. Such phenomena may be due to culture, religion, education, occupational 
status, income, or other factors. Unbalanced allocation o f wealth also contributed to the 
momentous importance on security stated by Black and Hispanic respondents (Timmer 
and Kahle, 1983).
Income and Personal Values. Keng and Yang (1993) have reported significant 
differences between income and choices of personal values. For example, the selection o f 
achievement appeared to be positively related to income. In other words, respondents’ 
strong aspiration for sense o f accomplishment resulted in their better occupation 
performance and higher earnings. Lower income respondents, on the other hand, 
evaluated harmony and security much more importantly than those from higher income 
levels. Moreover, these findings were also comparable to those in Timmer and Kahle’s 
study (1983).
Education and Personal Values. According to Keng and Yang’s study (1993), 
there was a significant relationship between level o f education and personal values. For 
example, preference of achievement seemed to be positively related to accomplishment of 
education. On the other hand, an inclination o f hedonism appeared to be negatively 
related to attainment o f education. Timmer and Kahle (1983) also presented similar 
results in their study.
In the same way, Rokeach (1973) provided evidence showing that personal values 
have significant relationships with demographic characteristics, such as race, education, 
and income. Timmer and Kahle’s (1983) statistically significant findings in the
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relationships between personal values and demographic characteristics (i.e., age, gender, 
race, income, and education) were also confirmed by researchers in the studies of life 
status (Crosby, Gill, and Lee, 1984), socioeconomic class (Ness and Stith, 1984), 
education (Kramer, 1984), and countries (Keng and Yang, 1993).
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CHAPTER III
METHODOLOGY
The purpose of this chapter is to present the research methodology used in 
exploring the interrelationships among voters’ party identification, personal values, 
demographic characteristics, and voting behavior in the 2000 presidential election. 
Chapter III describes (1) the research design and sampling methodology, (2) the 
operationalization of the variables, (3) the research hypotheses, and (4) the statistical 
techniques used to test the hypotheses in this study.
Research Design and Sampling Methodology
The research design for this study included a cross-sectional field study. The 
research instrument was a 46-item self-reported pen-and-paper mail questionnaire. The 
questionnaire is provided in Appendix A. Part I indicates respondents’ voting behavior 
and voting choices in the 2000 presidential election. Part II measures voters’ party 
identification using the scale developed by Campbell, Converse, Miller, and Stokes 
(1960). Part III describes a modified Rokeach Value Survey to measure respondents’ 
personal values. Part IV reports respondents’ demographic characteristics.
The questionnaire was administered in Florida one year after the 2000 presidential 
election. One thousand five hundred Florida residents were randomly selected from
phone directories related to Pensacola, Orlando, Tampa, Fort Lauderdale, and Miami.
41
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There existed significant differences in the variation of city size: population 
ranged from 60,000 (Pensacola) to 400,000 (Miami) 
(http//:www.bestreadguide.excursia.com). Therefore, a stratified sample design was 
selected as the most proper sampling method. Fifteen hundred questionnaires were 
mailed. Based on the population of each city selected, the distribution o f questionnaires 
was as follows: 83 in Pensacola, 254 in Orlando, 410 in Tampa, 206 in Fort Lauderdale, 
and 547 in Miami.
Operationalization o f  Variables
The purpose o f this section is to describe the operationalization o f the variables: 
party identification, voting behavior, personal values, and demographic characteristics. 
Party Identification
First, a seven-category party identification scale articulated by Campbell, 
Converse, Miller, and Stokes (1960) was used to examine the relationship between party 
identification and voting behavior/choice. The respondents were asked to rate themselves 
in the following manner: (1) strong Republican, (2) weak Republican, (3) independent 
but leaning toward Republican, (4) independent, (5) independent but leaning toward 
Democrat, (6) weak Democrat, (7) strong Democrat, and (8) others.
Furthermore, when party identification was considered as a dependent variable 
whereas demographic characteristics or personal values were treated as independent 
variables, a three-point party identification scale (Bibby, 1996) was used to measure the 
respondents’ direction o f partisan orientation. The respondents were categorized in the 
following classifications: (1) incline to Republican, (2) Independent, and (3) incline to
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Democrat. This approach not only examines relations o f party identification to various 
population groups of demographic characteristics, but also explores similarities and/or 
differences in personal values associated with partisan attitudes.
Voting Behavior
Regarding voting behavior in the 2000 presidential election, respondents were 
asked to indicate their voting choice from the following list: (1) voted for Bush, (2) voted 
for Gore, (3) voted for others, and (4) did not vote (cf. Hemmasi and Graf, 1993). 
Because “third-party and independent candidates generate noise, but do not affect an 
election’s outcome” (Campbell and Mann, 1996, p. 26), they were simply categorized as 
“others” in this instrument.
Personal Values
The construct o f personal values was assessed using a modified Rokeach Value 
Survey (RVS). This research instrument was designed to measure two sets of values on a 
7-point Likert scale: (1) the 18 terminal values regarding one’s life and (2) the 18 
instrumental values regarding one’s preferable modes o f behaviors. These two sets o f 18 
value items are shown in Table 3.1.
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Table 3.1
The Rokeach Value Survey 
(Rokeach, 1973, p. 86)
The 18 terminal values regarding one’s life include the following items:
1. A comfortable life (i.e., a prosperous life)
2. An exciting life (i.e., a stimulating, active life)
3. A sense o f accomplishment (i.e., a lasting contribution)
4. A world at peace (i.e., free o f war and conflict)
5. A world o f  beauty (i.e., beauty of nature and the arts)
6. Equality (i.e., brotherhood, equal opportunity for all)
7. Family security (i.e., taking care of loved ones)
8. Freedom (i.e., independence, free choice)
9. Happiness (i.e., contentedness)
10. Inner harmony (i.e., freedom from inner conflict)
11. Mature love (i.e., sexual and spiritual intimacy)
12. National security (i.e., protection from attack)
13. Pleasure (i. e., an enjoyable, leisurely life)
14. Salvation (i.e., saved, eternal life)
15. Self-respect (i.e., self-esteem)
16. Social recognition (i.e., respect, admiration)
17. True friendship (i.e., close companionship)
18. Wisdom (i.e., a mature understanding o f life)
The 18 instrumental values regarding one’s characteristics and/or the preferable 
modes of behaviors include the following items:
19. Ambitious (i.e., hard working, aspiring)
20. Broadminded (i.e., open minded)
21. Capable (i.e., competent, effective)
22. Cheerful (i.e., lighthearted, joyful)
23. Clean (i.e., neat, tidy)
24. Courageous (i.e., standing up for your beliefs)
25. Forgiving (i.e., willing to pardon others)
26. Helpful (i.e., working for the welfare o f others)
27. Honest (i.e., sincere, truthful)
28. Imaginative (i.e., daring, creative)
29. Independent (i.e., self-reliant, self-sufficient)
30. Intellectual (i.e., intelligent, reflective)
31. Self-controlled (i.e., consistent, rational)
32. Logical (i.e., affectionate, tender)
33. Loving (i.e., dutiful, respectful)
34. Obedient (i.e., courteous, well-mannered)
35. Polite (i.e., dependable, reliable)
36. Responsible (i.e., restrained, self-disciplined)
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The original format of RVS is designed to ask respondents to rank 18 terminal 
values and 18 instrumental values. A “1” indicates the most important value and an “18” 
stands for the least important value; thus, scale responses are considered ordinal. This 
version o f RVS has been criticized in several respects. Clawson and Vinson (1976) have 
observed that rank orderings is not as informative as interval or ratio scaling. It does not 
measure the differences and/or the preferences between any two value items. For 
example, if  the respondent ranks any four value items as 1 ,2 ,3 ,4 , the RVS treats the gap 
between 1 and 2 the same as the gap between 3 and 4, when actually, the relative 
importance o f those 4 value items may not be the same to the respondent. Furthermore, 
“no ties are allowed” (Beatty, Kahle, Homer, and Misra, 1985, p. 184). It doesn’t allow 
respondents to rank any two or more value items at the same ranking, but in reality 
respondents may not be able to judge and/or assign preferences for some value items over 
others. Third, ranking two sets o f  18 value items with their relative importance is very 
difficult as well as time consuming and even energy consuming for the respondents. As 
Churchill (1995) reminds us, an appropriate questionnaire should be designed for 
respondents to complete in 15 minutes, and the ranking format o f personal values would 
require considerably more time.
Due to the difficulty that respondents have in the ranking version of RVS, many 
marketing researchers have tried alternative methods. Some researchers (England, 1975; 
Wollack, Goodale, Wijting, and Smith, 1971; Reynolds and Jolly, 1980) measure 
personal value items independently o f one another, and Cattel (1944) used the term 
normative method to describe this approach. This process usually asks respondents to rate 
the personal value items based on a Likert scale.
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This study utilized a 7-point Likert scale format o f RVS (Vinson, Scott, and 
Lamont, 1977; Crosby, Bitner, and Gill, 1990) to assess respondents’ personal values. 
The rating scores used in this study are as follows: 7= extremely important, 6= very 
important, 5= moderately important, 4= fairly important, 3= slightly important, 2= very 
unimportant, and 1= not at all important. Support for this version of RVS has been widely 
accepted. Munson and McIntyre (1979) conclude that the Likert scale RVS is a proper 
substitute for the rank order format and is more convenient than the original RVS to 
administer. This normative technique (7-point Likert scale RVS) permits any 
respondent’s personal value profile to be high or low on any or all items (Cronbach and 
Gleser, 1953). Therefore, it allows the use o f more sophisticated statistical analysis 
(Hicks, 1970).
Demographic Characteristics
Demographic characteristics collected included gender, age, education, household 
annual income, and race.
Research Hypotheses 
From Chapter II (Literature Review) o f this study, it is obvious that party 
identification, voting behavior, personal values, and demographic characteristics are 
related to one another. Moreover, it is expected that personal value profiles will reflect 
distinct groupings associated with different party identifications, with voting decisions, 
and with diverse demographic characteristics.
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Based on this prospect, the following hypotheses are proposed in this study:
Hypothesis 1: Party identification is significantly related to voting behavior.
Hypothesis 2-1: Differences in party identification exist among voters o f different races 
(i.e., Black, White, and Hispanic).
Hypothesis 2-2: Differences in party identification exist between male and female voters.
Hypothesis 2-3: Differences in party identification exist among voters o f different age 
groups.
Hypothesis 2-4: Differences in party identification exist among voters o f different income 
categories.
Hypothesis 2-5: Differences in party identification exist among voters of different 
education levels.
Hypothesis 3-1: Differences in voting behavior exist among voters o f different races (i.e., 
Black, White, and Hispanic).
Hypothesis 3-2: Differences in voting behavior exist between male and female voters.
Hypothesis 3-3: Differences in voting behavior exist among voters of different age 
groups.
Hypothesis 3-4: Differences in voting behavior exist among voters o f different income 
categories.
Hypothesis 3-5: Differences in voting behavior exist among voters o f different education 
levels.
Hypothesis 4-1: Differences in personal values exist among voters o f different races (i.e., 
Black, White, and Hispanic)
Hypothesis 4-2: Differences in personal values exist between male and female voters.
Hypothesis 4-3: Differences in personal values exist among voters o f different age 
groups.
Hypothesis 4-4: Differences in personal values exist among voters o f  different income 
categories.
Hypothesis 4-5: Differences in personal values exist among voters o f  different education 
levels.
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Hypothesis 5: Differences in party identification are significantly related to differences in 
personal values.
Hypothesis 6: Differences in voting behavior are significantly related to differences in 
personal values.
Statistical Techniques 
The statistical techniques used in this study included Factor analysis, Logistic 
regression, univariate Analysis o f  Variance (ANOVA), and Chi-Square analysis. Data 
analysis was conducted as shown below.
First, Chi-Square analysis was applied to explore the association between party 
identification, treated as an independent variable and voting behavior, considered as a 
dependent variable. Moreover, this method was also used to investigate the relationships 
that party identification and voting behavior served as dependent variables when 
demographic characteristics (i.e., race, age, gender, income, and education) were 
independent variables. The SPSS cross tabulation process was utilized to create insights 
into these relationships and to obtain the results of the Chi-Square analysis. Green and 
Tull (1978) supported this procedure by commenting that the Chi-Square analysis was a 
proper method to examine the relationships between variables using cross tabulation.
Second, factor analysis was utilized to reduce the dimensionality of the eighteen 
terminal values and the eighteen instrumental values into a smaller set of compound 
factors. This step was supported by Hair, Tatham, and Grablowsky (1979), who remarked 
that factor analysis produces a set o f  new variables to be representative of the original 
variables. The objective of this technique is “to find a way o f condensing the information
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contained in a number o f  original variables into a smaller set o f  variates (factors) with a 
minimum loss o f information” (Hair, Anderson, Tatham, and Black, 1995, p. 16).
Third, univariate ANOVA was used to test those hypotheses in which personal 
value factor scores served as dependent variables. ANOVA is a feasible statistical 
technique to inspect whether differences exist among group means. In this study, whereas 
personal values played the roles as dependent variables and some demographic 
characteristics (i.e., race, age, gender, income, and education) served as independent 
variables, ANOVA was the proper method to deal with these relationships and test for 
trends across categories in these demographic characteristics.
Furthermore, logistic regression was deployed to look into the relationships in 
which party identification and voting behavior were dependent variables and personal 
values were independent variables. Logistic regression is “a combination o f  multiple 
regression and multiple discriminant analysis” (Hair, Anderson, Tatham, and Black, 
1995, p. 130). In this regard, logistic regression was performed to appraise the probability 
of the respondents’ voting decision and inclination of party identification. In other words, 
to predict individual’s probability o f turnout at the polls, to calculate individual’s odds of 
the voting decision of “Voted for Bush” or “Voted for Gore,” and to forecast individual’s 
likelihood of partiality for the Republican or the Democratic Party were the major issues 
in this phase.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
CHAPTER IV
RESULTS
The purpose of this chapter is to present the results of the statistical analysis o f the 
data collected from the questionnaires. The first section illustrates the representation of 
the sample. The second section attempts to test whether party identification is a 
significant determinant o f voting behavior (Hypothesis 1). The third section examines the 
influence o f demographic characteristics (i.e., race, gender, age, income, and education) 
on party identification, personal values, and voting behavior (Hypothesis 2-1, 2-2, ..., 4- 
5). The fourth section explores the usefulness o f personal values as predictors of party 
identification and voting behavior (Hypothesis 5 and 6).
Representation of the Sample 
As indicated in Chapter m , the sampling method used in this study rendered a 
total of 171 returned questionnaires. O f the 171 responses received, 161 were identified 
as usable. Therefore, the total response rate for this study was 10.73 percent.
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Personal Information
The personal information requested in this study called for the respondent’s 
gender, age, highest level of education completed, household annual income, and race. 
Each of these categories is reviewed below in more detail.
The gender classification of the respondents is shown in Table 4.1.
Table 4.1
Frequency Distribution of Gender
Frequency Percent CumulativePercent
Female 79 49.1 49.1
Male 82 50.9 100.0
Total 161 100.0
Table 4.1 shows that 79 respondents (49.1 percent) were female and 82 
respondents (50.9 percent) were male in the sample o f this study.
Table 4.2 illustrates the respondents’ frequency distribution of age categories. 
This format o f age classification was supported by Asher (1992) and Bibby (1996). Table 
4.2 shows that the age groups of 21 - 24, 25 - 34, 35 - 44, and 45 - 54 year-olds made up 
77.5 percent of the respondents in this study. The largest single group was 21 - 24-year- 
olds (21.7%) and the second largest group was 35 - 44-year-olds (20.5%). People who 
did not to give their age were treated as “missing values.”
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Table 4.2
Frequency Distribution of Age Category
Frequency Percent Cumulative Percent
18-20 15 9.4 9.4
21 -24 35 21.7 31.1
25-34 27 16.8 47.9
35-44 34 21.1 69
45-54 28 17.4 86.4
55-64 11 6.8 93.2
65 and above 10 6.2 99.4
Missing values 1 .6 100
Total 161 100.0
Table 4.3 presents the respondents’ frequency distribution o f the highest level of 
education.
Table 4.3
Frequency Distribution of Education Level
Frequency Percent Cumulative Percent
High school diploma 14 8.7 8.7
Some college 66 41.0 49.7
Associate degree 13 8.1 57.8
Bachelor degree 36 22.4 80.2
Master’s degree 23 14.3 94.5
Doctoral degree 9 5.5 100.0
Total 161 100.0
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Table 4.3 indicates that 91.3 percent o f  the respondents had at least some college 
education; and that 42.3 percent o f respondents had completed degrees (bachelor’s, 
master’s, or doctoral degrees). All respondents have graduated from high school.
Table 4.4 illustrates the frequency distribution of the income categories of the 
respondents.
Table 4.4
Frequency Distribution o f Income Category
Frequency Percent Cumulative Percent
under 20,000 27 16.8 16.8
20,000 ~ 39,999 19 11.8 28.6
40,000 ~ 59,999 34 21.1 49.7
60,000 ~ 79,999 22 13.7 63.4
80,000 ~ 99,999 12 7.5 70.9
more than 100,000 19 11.8 82.7
Missing values 28 17.3 100
Total 161 100.0
According to Table 4.4, 49.7 percent o f respondents’ household annual income 
was under $ 60,000. In fact, 46.6 percent o f the respondents’ household annual income 
fell into the $ 20,000 - 79,999 range. The people who declined to give their annual 
household income were treated as “missing values.”
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Table 4.5 depicts the frequency distribution o f  race o f the respondents.
Table 4.5
Frequency Distribution o f Race
Frequency Percent Cumulative Percent
Black, non-Hispanic 15 9.3 9.3
White, non-Hispanic 128 79.5 88.8
Hispanic 4 2.5 91.3
Asian/Pacific Islander 12 7.5 98.8
American Indian 2 1.2 100.0
Total 161 100.0
Table 4.5 shows that Whites made up the majority o f the respondents (79.5 
percent); and that Blacks made up the second largest racial group (9.3 percent) o f this 
sample.
Frequency Distribution o f Voting Behavior of the Sample
Table 4.6 represents the respondents’ frequency distribution of voting behavior 
and their voting decision.
Table 4.6 shows that 25.5 percent of the respondents did not vote in the USA 
2000 presidential election, 47.2 percent o f them voted for Bush, 24.8 percent of them 
voted for Gore, and 2.5 percent o f them voted for other candidates.
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Table 4.6
Frequency Distribution o f Voting Behavior
Frequency Percent Cumulative Percent
Did not vote 41 25.5 25.5
Bush 76 47.2 72.7
Gore 40 24.8 97.5
Others 4 2.5 100.0
Total 161 100.0
Frequency Distribution o f Party Identification of the Sample
Table 4.7 reflects the respondents’ self-rated party identification.
Table 4.7
Frequency Distribution of Party Identification
Frequency Percent Cumulative Percent
Strong Democrat 14 8.7 8.7
Weak Democrat 16 9.9 18.6
Independent but lean to Democrat 17 10.6 29.2
Independent 25 15.5 44.7
Independent but lean to Republican 24 14.9 59.6
Weak Republican 29 18.0 77.6
Strong Republican 36 22.4 100.0
Total 161 100.0
Table 4.7 indicates that 29.2 percent of the respondents identified themselves as 
Democrat, 15.5 percent as Independent, and 55.3 percent as Republican.
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Descriptive Statistics o f Personal Values
Table 4.8 illustrates the respondents’ mean scores together with other relevant 
descriptive statistics of personal values from the RVS where 7= extremely important, 6= 
very important, 5= moderate important, 4= fairly important, 3= slightly important, 2= 
very unimportant, and 1= not at all important.
Table 4.8
Descriptive Statistics o f Personal Values
N Minimum Maximum Mean Std. Deviation
A comfortable life 158 3.00 7.00 5.8987 1.0659
An exciting life 158 1.00 7.00 5.1139 1.3064
A sense of accomplishment 158 3.00 7.00 5.9873 .9708
A world at peace 158 1.00 7.00 5.6139 1.3531
A world of beauty 158 1.00 7.00 4.9747 1.3959
Equality 158 1.00 7.00 5.8608 1.1970
Family security 158 5.00 7.00 6.7278 .5604
Freedom 158 4.00 7.00 6.6266 .7270
Happiness 158 3.00 7.00 6.3418 .9084
Inner harmony 158 3.00 7.00 6.1076 1.0005
Mature love 158 2.00 7.00 6.1203 1.0118
National security 158 3.00 7.00 6.2152 1.0427
Pleasure 158 2.00 7.00 5.5063 1.1984
Salvation 155 1.00 7.00 5.8645 1.6079
Self-respect 158 2.00 7.00 6.3228 .9326
Social recognition 158 1.00 7.00 4.8734 1.3101
True friendship 158 3.00 7.00 6.0506 .9891
Wisdom 158 2.00 7.00 6.1266 .8796
Ambitious 157 3.00 7.00 5.7771 1.0537
Broadminded 158 1.00 7.00 5.7595 1.1311
Capable 158 1.00 7.00 5.9937 .9742
Cheerful 158 3.00 7.00 5.5886 1.1237
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Table 4.8 (Continued)
Clean 158 1.00 7.00 5.6646 1.1817
Courageous 158 3.00 7.00 5.9810 .9339
Forgiving 158 1.00 7.00 5.7152 1.2265
Helpful 158 2.00 7.00 5.7848 1.0728
Honest 158 4.00 7.00 6.5316 .6835
Imaginative 158 1.00 7.00 5.2722 1.2190
Independent 158 1.00 7.00 5.9684 1.1422
Intellectual 158 1.00 7.00 5.7911 1.0531
Self-controlled 158 2.00 7.00 5.8481 1.1240
Logical 157 2.00 7.00 5.8917 .9099
Loving 158 3.00 7.00 6.1962 .9270
Obedient 158 1.00 7.00 5.6266 1.1592
Polite 158 1.00 7.00 5.9620 1.0878
Responsible 158 3.00 7.00 6.4494 .7700
Table 4.8 shows that according to the values of means, the 10 most important 
personal value items were family security (6.7278), freedom (6.6266), honest (6.5316), 
responsible (6.4494), happiness (6.3418), self-respect (6.3228), national security 
(6.2152), loving (6.1962), wisdom (6.1266), and mature love (6.1203).
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The Relationship Between Party Identification and Voting Behavior 
For testing Hypothesis 1 “Party identification is significantly related to voting 
behavior,” Table 4.9 related to the SPSS cross tabulation describes this relationship.
Table 4.9
Cross Tabulation: Party Identification vs. Voting Behavior
Voting Behavior
Party
Identification
Strong Democrat
Weak Democrat
Independent but lean to 
Democrat
Independent
Independent but lean to 
Republican
Weak Republican
Count
Expected
Count
% of Total
Count
Expected
Count
% of Total
Count
Expected
Count
% of Total
Count
Expected
Count
% of Total
Count
Expected
Count
% of Total
Count
Expected
Count
% of Total
Did not 
vote Bush Gore Others
Total
2 0 12 0 14
3.6 6.6 3.5 .3 14.0
1.2% .0% 7.5% .0% 8.7%
6 3 7 0 16
4.1 7.6 4.0 .4 16.0
3.7% 1.9% 4.3% .0% 9.9%
3 2 12 0 17
4.3 8.0 4.2 .4 17.0
1.9% 1.2% 7.5% .0% 10.6%
S 8 5 4 25
6.4 11.8 6.2 .6 25.0
5.0% 5.0% 3.1% 2.5% 15.5%
8 13 3 0 24
6.1 11.3 6.0 .6 24.0
5.0% 8.1% 1.9% .0% 14.9%
11 17 1 0 29
7.4 13.7 7.2 .7 29.0
6.8% 10.6% .6% .0% 18.0%
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Table 4.9 (Continued)
Count 3 33 0 0 36
Strong Republican Expected
Count 9.2 17.0 8.9 .9 36.0
% of Total 1.9% 20.5% .0% .0% 22.4%
Count 41 76 40 4 161
Total Expected
Count 41.0 76.0 40.0 4.0 161.0
% of Total 25.5% 47.2% 24.8% 2.5% 100.0%
Table 4.9 shows that 32 percent o f Independent voters, 54.2 percent o f 
Independent-but-lean-to-Republican voters, 58.6 percent o f Weak Republican voters, and 
91.7 percent o f Strong Republican voters voted for Bush. On the other hand, 20 percent 
o f Independent voters, 70.6 percent o f Independent-but-lean-to-Democrat voters, 43.8 
percent of Weak Democrat voters, and 85.7 percent of Strong Democrat voters voted for 
Gore. Indeed, it appears that the greater the strength o f party identification, the greater the 
likelihood that an individual will vote for his/her preferred political party’s nominated 
candidate.
To investigate the relationship between party identification and voting behavior, 
this study used the SPSS cross tabulation to obtain a Chi-square statistic. In order to meet 
the requirements for using this method (expected count in each cell is at least 5), it is 
necessary to not only utilize the three-point party identification scale (Democrat, 
Independent, and Republican), but also combine “did not vote” with “voted for others” to 
form one group (Anderson, Sweeney, and Williams, 1999). Consequently, Table 4.10 
illustrates the newly constructed contingency table.
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Table 4.10
Cross Tabulation: Party Identification vs. Voting Behavior
Party Identification
Democrat Independent Republican Total
Count 11 12 22 45
Did not vote or 
voted for others Expected Count 13.1 7.0 24.9 45.0
% of Total 6.8% 7.5% 13.7% 28.0%
Count 5 8 63 76
Voting Behavior Bush Expected Count 22.2 11.8 42.0 76.0
% of Total 3.1% 5.0% 39.1% 47.2%
Count 31 5 4 40
Gore Expected Count 11.7 6.2 22.1 40.0
% of Total 19.3% 3.1% 2.5% 24.8%
Count 47 25 89 161
Total Expected Count 47.0 25.0 89.0 161.0
% of Total 29.2% 15.5% 55.3% 100.0%
X2= 76.345, d.f.= 4, p< 0.0001
A significance level o f < 0.0001 (%2 = 76.345) supports the premise that there 
existed a significant relationship between party identification and voting 
behavior/choices. Therefore, these two variables were not considered independent. As 
indicated in Table 4.10, 83 percent o f Bush’s votes (63/76) came from Republicans; on 
the other hand, 77.5 percent o f Gore’s votes (31/40) were from Democrat supporters. In 
other words, a vote for Bush was significantly related to the inclination toward 
Republican and a vote for Gore was significantly related to the disposition to Democrat. 
Thus, Hypothesis 1 was supported.
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The Relationship Between Party Identification 
and Demographic Characteristics 
For testing Hypothesis 2-1 “Differences in party identification exist among voters 
o f different races,” Table 4.11 related to the SPSS cross tabulation describes this 
relationship.
Table 4.11
Cross Tabulation: Party Identification vs. Race
Race
Black,
non-
Hispanic
White,
non-
Hispanic
Hispanic Asian/PacificIslander
American
Indian
Total
Count 11 30 2 3 1 47
Democrat
Expected
Count 4.4 37.4 1.2 3.5 .6 47.0
% of
Total 6.8% 18.6% 1.2% 1.9% .6% 29.2%
Count 0 19 2 4 0 25
a1 Expected
Count 2.3 19.9 .6 1.9 .3 25.0
% of
Total .0% 11.8% 1.2% 2.5% .0% 15.5%
Count 4 79 0 5 1 89
Republican
Expected
Count 8.3 70.8 2.2 6.6 1.1 89.0
% of
Total 2.5% 49.1% .0% 3.1% .6% 55.3%
Count 15 128 4 12 2 161
Total
Expected
Count 15.0 128.0 4.0 12.0 2.0 161.0
% of
Total 9.3% 79.5% 2.5% 7.5% 1.2% 100.0%
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Table 4.11 shows that 73.4 percent of Black respondents identified themselves as 
Democrats and 26.67 percent o f  them recognized themselves as Republicans. On the 
other hand, 61.7 percent o f White respondents identified themselves as Republicans, 14.8 
percent o f them acknowledged themselves as Independents, and 23.5 percent of them 
thought themselves as Democrats.
To look into the relationships between party identification and race, this study 
used the SPSS cross tabulation to obtain a Chi-square statistic. In order to meet the 
requirements for using this method (expected count in each cell is at least 5), it is 
necessary to consolidate race into two categories: “White, non-Hispanic” and “All others 
(Black, Hispanic, and other minority)” (Anderson, Sweeney, and Williams, 1999). 
Consequently, Table 4.12 illustrates the newly constructed contingency table.
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Table 4.12
Cross Tabulation: Party Identification vs. Race
Party
Identification
Count
Democrat Expected 
Count
% of Total
Count
Independent ExP*cted 
Count
% of Total
Count
Republican
Total
Expected
Count
% of Total
Count
Expected
Count
% of Total
Race
White, non 
Hispanic
30
All others 
(Black, Hispanic, and other 
minority)
17
Total
47
37.4 9.6 47.0
18.6% 10.6% 29.2%
19 6 25
19.9 5.1 25.0
11.8% 3.7% 15.5%
79 10 89
70.8 18.2 89.0
49.1% 6.2% 55.3%
128 33 161
128.0 33.0 161.0
79.5% 20.5% 100.0%
X 2= l 1.96, d.f.= 2, p< 0.003
In addition to the analysis related to White respondents provided in Table 4.11, 
Table 4.12 shows that 51.52 percent of Black, Hispanic, Asian/Pacific Islander, and 
American Indian respondents were Democrats (17/33), that 18.18 percent of them were 
Independents (6/33), and that 30.3 percent of them were Republicans (10/33). A 
significance level of < 0.003 ( j l  = 11.96) indicates that there existed a significant 
relationship between party identification and race. Thus, Hypothesis 2-1 was supported.
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For testing Hypothesis 2-2 “Differences in party identification exist between male
and female voters,” Table 4.13 related to the SPSS cross tabulation describes the
association.
Table 4.13
Cross Tabulation: Party Identification vs. Gender
Gender
Total
Female Male
Count 30 17 47
Democrat Expected Count 23.1 23.9 47.0
% of Total 18.6% 10.6% 29.2%
Count 9 16 25
Party Identification Independent Expected Count 12.3 12.7 25.0
% of Total 5.6% 9.9% 15.5%
Count 40 49 89
Republican Expected Count 43.7 45.3 89.0
% of Total 24.8% 30.4% 55.3%
Count 79 82 161
Total Expected Count 79.0 82.0 161.0
% of Total 49.1% 50.9% 100.0%
X2= 6.412, d.f.= 2, p< 0.041
In comparing male and female respondents, Table 4.13 shows that 63.8 percent o f 
Democrats were females and 36.2 percent o f them were males. Male respondents 
constituted 64 percent o f Independent voters (16/25) and females made up 36 percent o f  
this group (9/25). Regarding the inclination to Republican, 55.1 percent of the 
respondents (49/89) were males and 44.9 percent o f  them (40/89) were females.
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To examine the relationship between party identification and gender, this study 
used the SPSS cross tabulation to obtain a Chi-square statistic. Table 4.13 shows the 
results o f this process. A significance level o f < 0.041 (^2 = 6.412) indicates that there 
existed a significant relationship between party identification and gender. Thus, 
Hypothesis 2-2 was supported.
For assessing Hypothesis 2-3 “Differences in party identification exist among 
voters o f different age groups,” Table 4.14 related to the SPSS cross tabulation describes 
this relationship.
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Table 4.14
Cross Tabulation: Party Identification vs. Age Categories
Age
18-20 21-24 25-34 35-44 45-54 55-64 65 and above Total
Count 4 13 9 5 9 4 3 47
Democrat Expected Count 4.4 10.3 7.9 10.0 8.2 3.2 2.9 47.0
% of Total 2.5% 8.1% 5.6% 3.1% 5.6% 2.5% 1.9% 29.4%
Count 1 6 5 5 6 0 1 24
Independent Expected Count 2.3 5.3 4.1 5.1 4.2 1.7 1.5 24.0
% of Total .6% 3.8% 3.1% 3.1% 3.8% .0% .6% 15.0%
Count 10 16 13 24 13 7 6 89
Republican Expected Count 8.3 19.5 15.0 18.9 15.6 6.1 5.6 89.0
% of Total 6.3% 10.0% 8.1% 15.0% 8.1% 4.4% 3.8% 55.6%
Count 15 35 27 34 28 11 10 160
Total Expected Count 15.0 35.0 27.0 34.0 28.0 11.0 10.0 160.0
% of Total 9.4% 21.9% 16.9% 21.3% 17.5% 6.9% 6.3% 100.0%
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To investigate the relationship between party identification and age, this study 
used the SPSS cross tabulation to obtain a Chi-square statistic. In order to meet the 
requirements for using this method (expected count in each cell is at least 5), it is 
necessary to consolidate the seven age categories into three classes: “18 - 24,25 - 44, and 
more than 45” (Anderson, Sweeney, and Williams, 1999). Consequently, Table 4.15 
illustrates the results o f that analysis.
Table 4.15
Cross Tabulation: Party Identification vs. Age Categories
Age
18-24 25-44 >45 Total
Count 17 14 16 47
Democrat Expected Count 14.7 17.9 14.4 47.0
% of Total 10.6% 8.8% 10.0% 29.4%
Count 7 10 7 24
Independent Expected Count 7.5 9.2 7.4 24.0
% of Total 4.4% 6.3% 4.4% 15.0%
Count 26 37 26 89
Republican Expected Count 27.8 33.9 27.3 89.0
% of Total 16.3% 23.1% 16.3% 55.6%
Count 50 61 49 160
Total Expected Count 50.0 61.0 49.0 160.0
% of Total 31.3% 38.1% 30.6% 100.0%
X2= 1.983, d.f.= 4, p< 0.739
A significance level o f  < 0.739 {y l  ~ 1-983) indicates that there did not exist a 
significant relationship between party identification and age. Hypothesis 2-3, therefore, 
was not supported.
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For testing Hypothesis 2-4 “Differences in party identification exist among voters
of different income categories,” Table 4.16 related to the SPSS cross tabulation describes
this relationship.
Table 4.16
Cross Tabulation: Party Identification vs. Income Categories
Income
Party
under
20,000
20,000
39,999
40,000
59,999
60,000
79,999
80,000
99,999
>
100,000
Total
Count 6 12 7 4 4 6 39
Democrat
Expected
Count 8.2 5.6 10.3 6.2 3.5 5.3 39.0
% of
Total 4.5% 9.0% 5.3% 3.0% 3.0% 4.5% 29.3%
Count 5 3 8 1 3 1 21
Independent
Expected
Count 4.4 3.0 5.5 3.3 1.9 2.8 21.0
% of
Total 3.8% 2.3% 6.0% .8% 2.3% .8% 15.8%
Count 17 4 20 16 5 11 73
Republican
Expected
Count 15.4 10.4 19.2 11.5 6.6 9.9 73.0
% of
Total 12.8% 3.0% 15.0% 12.0% 3.8% 8.3% 54.9%
Count 28 19 35 21 12 18 133
Total
Expected
Count 28.0 19.0 35.0 21.0 12.0 18.0 133.0
% of
Total 21.1% 14.3% 26.3% 15.8% 9.0% 13.5% 100.0%
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As indicated in Table 4.16, 64 percent of respondents identifying themselves as 
Democrats fell into the income brackets of below $ 60,000 (25/39). On the other hand, 
regarding those respondents in the upper half income bracket (more than $ 60,000), 62.75 
percent of them acknowledged themselves as Republicans (32/51).
To investigate the relationship between party identification and income, this study 
used the SPSS cross tabulation to obtain a Chi-square statistic. In order to meet the 
requirements for using this method (expected count in each cell is at least 5), it is 
necessary to consolidate the six income levels into three groups: “less than $40,000, 
$40,000 - $79,999, and equal to or more than $80,000” (Anderson, Sweeney, and 
Williams, 1999). Table 4.17 illustrates the results of that analysis.
A significance level o f < 0.266 (%2 = 5.214) indicates that there did not exist a 
significant relationship between party identification and income. Hypothesis 2-4, 
therefore, was not supported.
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Party
Identification
Table 4.17
Cross Tabulation: Party Identification vs. Income Categories
Income
less than 
$40,000
$40,000-
$79,999
equal to or more 
than $80,000
Total
Count 18 11 10 39
Democrat Expected 
Count 13.8 16.4 8.8 39.0
% of Total 13.5% 8.3% 7.5% 29.3%
Count 8 9 4 21
Independent Expected 
Count 7.4 8.8 4.7 21.0
% of Total 6.0% 6.8% 3.0% 15.8%
Count 21 36 16 73
Republican Expected 
Count 25.8 30.7 16.5 73.0
% o f Total 15.8% 27.1% 12.0% 54.9%
Count 47 56 30 133
Total Expected 
Count 47.0 56.0 30.0 133.0
% of Total 35.3% 42.1% 22.6% 100.0%
x2= 5.214, d.f.= 4, p< 0.266
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For investigating Hypothesis 2-5 “Differences in party identification exist among
voters of different education levels,” Table 4.18 related to the SPSS cross tabulation
describes this relationship.
Table 4.18
Cross Tabulation: Party Identification vs. Education
Education
Party
High
school
diploma
Some
college
Associate
degree
Bachelor
degree
Master
degree
Doctor
degree
Total
Count 6 19 5 6 7 4 47
Democrat
Expected
Count 4.1 19.3 3.8 10.5 6.7 2.6 47.0
% of
Total 3.7% 11.8% 3.1% 3.7% 4.3% 2.5% 29.2%
Count 2 12 0 5 5 1 25
Independent
Expected
Count 2.2 10.2 2.0 5.6 3.6 1.4 25.0
% of
Total 1.2% 7.5% .0% 3.1% 3.1% .6% 15.5%
Count 6 35 8 25 11 4 89
Republican
Expected
Count 7.7 36.5 7.2 19.9 12.7 5.0 89.0
% of
Total 3.7% 21.7% 5.0% 15.5% 6.8% 2.5% 55.3%
Count 14 66 13 36 23 9 161
Total
Expected
Count 14.0 66.0 13.0 36.0 23.0 9.0 161.0
% of
Total 8.7% 41.0% 8.1% 22.4% 14.3% 5.6% 100.0%
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To examine the relationships between party identification and education, this 
study used the SPSS cross tabulation to obtain a Chi-square statistic. In order to meet the 
requirements for using this method (expected count in each cell is at least 5), it is 
necessary to consolidate the six education levels into three categories: “high school and 
some college, associate and bachelor degree, and master’s and doctoral degree” 
(Anderson, Sweeney, and Williams, 1999). Table 4.19 illustrates the results of that 
analysis.
Table 4.19
Cross Tabulation: Party Identification vs. Education
Education
High school and 
some college
Associate and 
bachelor degree
Master and 
doctor degree
Total
Count 25 11 11 47
Democrat Expected
Count 23.4 14.3 9.3 47.0
% of Total 15.5% 6.8% 6.8% 29.2%
Count 14 5 6 25
.• Independent Identification r
Expected
Count 12.4 7.6 5.0 25.0
% of Total 8.7% 3.1% 3.7% 15.5%
Count 41 33 15 89
Republican Expected
Count 44.2 27.1 17.7 89.0
% of Total 25.5% 20.5% 9.3% 55.3%
Count 80 49 32 161
Total Expected
Count 80.0 49.0 32.0 161.0
% of Total 49.7% 30.4% 19.9% 100.0%
*2= 4.417, d.f.= 4, p< 0.352
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A significance level o f <  0.352 (%2 = 4.417) indicates that there did not exist a 
significant relationship between party identification and education. Thus, Hypothesis 2-5 
was not supported.
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The Relationship Between Voting Behavior and Demographic Characteristics 
For testing Hypothesis 3-1 “Differences in voting behavior exist among voters o f 
different races,” Table 4.20 related to the SPSS cross tabulation illustrates this 
relationship.
Table 4.20
Cross Tabulation: Voting Behavior vs. Race
Race
Voting
Behavior
Black,
non-
Hispanic
White,
non-
Hispanic
Hispanic Asian/PacificIslander
American
Indian
Total
Count 7 29 0 5 0 41
Did not 
vote
Expected
Count 3.8 32.6 1.0 3.1 .5 41.0
% of
Total 4.3% 18.0% .0% 3.1% .0% 25.5%
Count 1 71 1 2 1 76
Bush
Expected
Count 7.1 60.4 1.9 5.7 .9 76.0
% of
Total .6% 44.1% .6% 1.2% .6% 47.2%
Count 7 25 2 5 1 40
Gore
Expected
Count 3.7 31.8 1.0 3.0 .5 40.0
% of
Total 4.3% 15.5% 1.2% 3.1% .6% 24.8%
Count
Expected 
Others Count
% of
Total
Count
Total
Expected
Count
% of
Total
0
.4
3
3.2
1
.1
0
.3
0
.0
4
4.0
.0% 1.9% .6% .0% .0% 2.5%
15 128 4 12 2 161
15.0 128.0 4.0 12.0 2.0 161.0
9.3% 79.5% 2.5% 7.5% 1.2% 100.0%
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Table 4.20 shows that 46.7 percent o f  Blacks (7/15) voted for Gore and that 6.7 
percent of them (1/15) voted for Bush. On the other hand, 55.5 percent of Whites 
(71/128) voted for Bush and 19.5 percent o f  them (25/128) voted for Gore. It shows 
further that 46.7 percent o f Blacks and 22.7 percent of Whites were non-voters (7/15 and 
29/128, respectively).
To examine the relationship between voting behavior and race, this study used the 
SPSS cross tabulation to obtain a Chi-square statistic. In order to meet the requirements 
for using this method (expected count in each cell is at least 5), it is necessary to 
consolidate the five race groups into two categories: “White, non-Hispanic” and “All 
others (Black, Hispanic, and other minority)” (Anderson, Sweeney, and Williams, 1999). 
Table 4.21 illustrates the results o f that analysis.
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Table 4.21
Cross Tabulation: Voting Behavior vs. Race
Voting
Behavior
Race
White, non All others (Black, Hispanic, Total
Hispanic and other minority)
Count 32 13 45
Did not vote or 
voted for others
Expected
Count 35.8 9.2 45.0
% of Total 19.9% 8.1% 28.0%
Count 71 5 76
Bush Expected
Count 60.4 15.6 76.0
% of Total 44.1% 3.1% 47.2%
Count 25 15 40
Gore Expected
Count 31.8 8.2 40.0
% of Total 15.5% 9.3% 24.8%
Count 128 33 161
Total Expected
Count 128.0 33.0 161.0
% o f Total 79.5% 20.5% 100.0%
X2= 18.076, d.f.= 2, p< 0.0001
Table 4.21 shows that 45.45 percent (15/33) of “all others” (Black, Hispanic, 
Asian/Pacific Islander, and American Indian) voted for Gore, that 15.15 percent (5/33) of 
them voted for Bush, and that 39.39 percent of them (13/33) did not vote or voted for 
others.
A significance level o f < 0.0001 (x2 = 18.076) indicates that there existed 
significant relationship between voting behavior and race. Thus, Hypothesis 3-1 was 
supported.
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For testing Hypothesis 3-2 “Differences in voting behavior exist between male
and female voters,” Table 4.22 related to the SPSS cross tabulation illustrates this
relationship.
Table 4.22
Cross Tabulation: Voting Behavior vs. Gender
Gender
Female Male Total
Count 20 25 45
Did not vote or 
voted for others Expected Count 22.1 22.9 45.0
% of Total 12.4% 15.5% 28.0%
Count 36 40 76
Bush Expected Count 37.3 38.7 76.0
% of Total 22.4% 24.8% 47.2%
Count 23 17 40
Gore Expected Count 19.6 20.4 40.0
% of Total 14.3% 10.6% 24.8%
Count 79 82 161
Total Expected Count 79.0 82.0 161.0
% of Total 49.1% 50.9% 100.0%
X2= 1.611, d.f.= 2, p< 0.447
To examine the relationship between voting behavior and gender, this study used 
the SPSS cross tabulation to obtain a Chi-square statistic. Table 4.22 shows the results of 
this process. A significance level of < 0.447 ( y l  = 1.611) indicates that there existed no 
significant difference in voting behavior between male and female respondents. Thus, 
Hypothesis 3-2 was not supported.
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For testing Hypothesis 3-3 “Differences in voting behavior exist among voters of
different age groups,” Table 4.23 related to the SPSS cross tabulation illustrates this
relationship.
Table 4.23
Cross Tabulation: Voting Behavior vs. Age Groups
Age
Voting
Behavior
18-
20
21 - 
24
25-
34
35-
44
45-
54
55-
64
65 and 
above
Total
Count 9 20 4 5 3 0 0 41
Did not 
vote
Expected
Count 3.8 9.0 6.9 8.7 7.2 2.8 2.6 41.0
% of Total 5.6% 12.5% 2.5% 3.1% 1.9% .0% .0% 25.6%
Count 4 8 14 20 16 8 6 76
Bush Expected
Count 7.1 16.6 12.8 16.2 13.3 5.2 4.8 76.0
% of Total 2.5% 5.0% 8.8% 12.5% 10.0% 5.0% 3.8% 47.5%
Count 2 7 8 7 9 3 3 39
Gore Expected
Count 3.7 8.5 6.6 8.3 6.8 2.7 2.4 39.0
% of Total 1.3% 4.4% 5.0% 4.4% 5.6% 1.9% 1.9% 24.4%
Count 0 0 1 2 0 0 1 4
Others Expected
Count .4 .9 .7 .9 .7 .3 .3 4.0
% of Total .0% .0% .6% 1.3% .0% .0% .6% 2.5%
Count 15 35 27 34 28 11 10 160
Total Expected
Count 15.0 35.0 27.0 34.0 28.0 11.0 10.0 160.0
% of Total 9.4% 21.9% 16.9% 21.3% 17.5% 6.9% 6.3% 100.0%
Table 4.23 shows that the majority of the non-voters were younger. For example, 
60 percent o f respondents in the age category of 18 - 20 and 57.1 percent of respondents
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in the age group o f 21 - 24 did not vote in the U.S. 2000 presidential election (9/15 and 
20/35, respectively). It also shows that each of the age categories o f 25 - 34, 35 - 44, and 
45 - 54 had fewer than 15 percent o f  non-voters. Surprisingly, 100 percent o f the 
respondents in the age groups of 55 - 64 and 65 and above cast their ballots.
To examine the relationship between voting behavior and age, this study used the 
SPSS cross tabulation to obtain a Chi-square statistic. In order to meet the requirements 
for using this method (expected count in each cell is at least 5), it is necessary to 
consolidate the seven age groups into three categories: “18 - 24, 25 - 44, and 45 and 
above” (Anderson, Sweeney, and Williams, 1999). Table 4.24 illustrates the results o f 
that analysis.
Table 4.24
Cross Tabulation: Voting Behavior vs. Age Groups
Age
18-24 25-44 >45
Total
Count 29 12 4 45
Did not vote or 
voted for others Expected Count 14.1 17.2 13.8 45.0
% of Total 18.1% 7.5% 2.5% 28.1%
Count 12 34 30 76
Bush Expected Count 23.8 29.0 23.3 76.0
% of Total 7.5% 21.3% 18.8% 47.5%
Count 9 15 15 39
Gore Expected Count 12.2 14.9 11.9 39.0
% of Total 5.6% 9.4% 9.4% 24.4%
Count 50 61 49 160
Total Expected Count 50.0 61.0 49.0 160.0
% of Total 31.3% 38.1% 30.6% 100.0%
X2= 34.603, d.f.= 4, p< 0.0001
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A significance level o f < 0.0001 {y l  = 34.603) indicates that there existed a 
significant relationship between voting behavior and age. Therefore, Hypothesis 3-3 was 
supported.
For testing Hypothesis 3-4 “Differences in voting behavior exist among voters of 
different income categories,” Table 4.25 related to the SPSS cross tabulation illustrates 
this relationship.
Table 4.25 shows that the greatest portion o f non-voters (40.6 percent) fell in the 
income category o f under $ 20,000 (13/32). It also indicates that 46.4 percent of 
respondents within this income class did not vote (13/28). But as income increased, the 
percentage of non-voters within each income division decreased. Approximately 60 
percent of respondents in the income brackets o f $ 40,000 and above voted for Bush 
(53/86), whereas 26.3 percent in $ 20,000 - $ 39,999 and 21.4 percent in under $ 20,000 
voted for Bush (5/19 and 6/28, respectively). Regarding the decision of voting for Gore, 
respondents in lower income levels (under $ 39,999) showed greater propensity in this 
choice.
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Table 4.25
Cross Tabulation: Voting Behavior vs. Income Categories
Income
Under
$20,000
$20,000 - 
$39,999
$40,000 - 
$59,999
$60,000 - 
$79,999
$80,000 - 
$99,999
More than 
$100,000
Total
Count 13 6 6 4 2 1 32
Did not 
vote
Expected
Count 6.7 4.6 8.4 5.1 2.9 4.3 32.0
% of Total 9.8% 4.5% 4.5% 3.0% 1.5% .8% 24.1%
Count 6 5 22 13 7 11 64
Bush Expected
Count 13.5 9.1 16.8 10.1 5.8 8.7 64.0
% of Total 4.5% 3.8% 16.5% 9.8% 5.3% 8.3% 48.1%
Count 8 7 5 4 3 6 33
Gore Expected
Count 6.9 4.7 8.7 5.2 3.0 4.5 33.0
% of Total 6.0% 5.3% 3.8% 3.0% 2.3% 4.5% 24.8%
Count 1 1 2 0 0 0 4
Others Expected
Count .8 .6 1.1 .6 .4 .5 4.0
% of Total .8% .8% 1.5% .0% .0% .0% 3.0%
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To examine the relationship between voting behavior and income, this study used 
the SPSS cross tabulation to obtain a Chi-square statistic. In order to meet the 
requirements for using this method (expected count in each cell is at least 5), it is 
necessary to consolidate the six income levels into three categories: “less than $40,000, 
$40,000 - $79,999, and equal to or more than $80,000” (Anderson, Sweeney, and 
Williams, 1999). Table 4.26 illustrates the results o f that analysis.
Table 4.26
Cross Tabulation: Voting Behavior vs. Income Categories
Income
Voting
Behavior
Less than 
$40,000
$40,000 -  
$79,999
Equal to or more 
than $80,000
Total
Count 21 12 3 36
Did not vote or 
voted for others
Expected
Count 12.7 15.2 8.1 36.0
% of Total 15.8% 9.0% 2.3% 27.1%
Count 11 35 18 64
Bush Expected
Count 22.6 26.9 14.4 64.0
% of Total 8.3% 26.3% 13.5% 48.1%
Count 15 9 9 33
Gore Expected
Count 11.7 13.9 7.4 33.0
% of Total 11.3% 6.8% 6.8% 24.8%
Count 47 56 30 133
Total Expected
Count 47.0 56.0 30.0 133.0
% of Total 35.3% 42.1% 22.6% 100.0%
X2= 21.531, d.f.= 4, p< 0.0001
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A significance level o f < 0.0001 (x2 = 21.531) indicates that there existed a 
significant relationship between voting behavior and income. Therefore, Hypothesis 3-4 
was supported.
For testing Hypothesis 3-5 “Differences in voting behavior exist among voters o f 
different education levels,” Table 4.27 related to the SPSS cross tabulation illustrates this 
relationship.
As indicated in Table 4.27, 63.4 percent o f  non-voters were in the education level 
o f both high school diploma and some college (26/41). Additionally, except for the 
segment of high school diploma, respondents’ turnout at the polls seemed to be positively 
related to the level o f  education.
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Table 4.27
Cross Tabulation: Voting Behavior vs. Education
Education
High school 
diploma
Some
college
Associate
degree
Bachelor
degree
Master
degree
Doctor
degree
Total
Count 3 23 6 7 2 0 41
Did not 
vote
Expected
Count 3.6 16.8 3.3 9.2 5.9 2.3 41.0
% of Total 1.9% 14.3% 3.7% 4.3% 1.2% .0% 25.5%
Count 7 26 5 24 10 4 76
Bush Expected
Count 6.6 31.2 6.1 17.0 10.9 4.2 76.0
% of Total 4.3% 16.1% 3.1% 14.9% 6.2% 2.5% 47.2%
Count 4 15 2 5 9 5 40
Gore Expected
Count 3.5 16.4 3.2 8.9 5.7 2.2 40.0
% of Total 2.5% 9.3% 1.2% 3.1% 5.6% 3.1% 24.8%
Count 0 2 0 0 2 0 4
Others Expected
Count .3 1.6 .3 .9 .6 .2 4.0
% of Total .0% 1.2% .0% .0% 1.2% .0% 2.5%
oo
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To investigate the relationship between voting behavior and level o f education, 
this study used the SPSS cross tabulation to obtain a Chi-square statistic. In order to meet 
the requirements for using this method (expected count in each cell is at least 5), it is 
necessary to consolidate six education levels into three categories: “high school and some 
college, associate and bachelor degree, and master’s and doctoral degrees” (Anderson, 
Sweeney, and Williams, 1999). Table 4.28 illustrates the results o f  that analysis.
Table 4.28
Cross Tabulation: Voting Behavior vs. Education
Education
Voting
Behavior
High school 
and some 
college
Associate and 
bachelor degree
Master and 
doctor degree
Total
Count 28 13 4 45
Did not vote or 
voted for others
Expected
Count 22.4 13.7 8.9 45.0
% of Total 17.4% 8.1% 2.5% 28.0%
Count 33 29 14 76
Bush Expected
Count 37.8 23.1 15.1 76.0
% o f Total 20.5% 18.0% 8.7% 47.2%
Count 19 7 14 40
Gore Expected
Count 19.9 12.2 8.0 40.0
% of Total 11.8% 4.3% 8.7% 24.8%
Count 80 49 32 161
Total Expected
Count 80.0 49.0 32.0 161.0
% of Total 49.7% 30.4% 19.9% 100.0%
X2= 13.203, d.f.= 4, p<0.01
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A significance level of < 0.01 {y l  = 13.203) indicates that there existed a 
significant relationship between voting behavior and education level. Therefore, 
Hypothesis 3-5 was supported.
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Factor Analysis of Personal Values
For the thirty-six personal value items, the SPSS Pearson Correlation Coefficients 
matrix yielded a determinant o f value: 8.205E-09. This figure is very close to 0, “which is 
an indication that there are linear dependencies among the response variables and there 
are likely to be underlying common factors” (Johnson, 1998, p. 162). Factor analysis is a 
useful statistical technique to reduce the dimensionality o f the thirty-six personal value 
items.
As shown in Table 4.29, these thirty-six personal value items were trimmed to a 
smaller set o f  factors. The consequential factor loadings are also indicated in Table 4.29. 
Factor 1 consists of a sense o f accomplishment, wisdom, ambitious, honest, self­
controlled, logical, polite, and responsible. Factor 2 includes cheerful, clean, forgiving, 
helpful, and loving. Factor 3 contains a comfortable life, pleasure, and social recognition. 
Factor 4 consists o f happiness, inner harmony, mature love, self-respect, true friendship, 
and courageous. Factor 5 contains capable, imaginative, independent, and intellectual. 
Factor 6 has family security, freedom, national security, and salvation. Factor 7 obtains a 
world at peace and a world o f beauty. Factor 8 includes an exciting life. Factor 9 consists 
o f equality and broadminded. Factor 10 includes obedient.
After evaluating the make-up o f each factor, representative names were created 
for these factors. The names designated to each factor were as follows: Factor 1: 
Conscientious; Factor 2: Considerate; Factor 3: Self-centered; Factor 4: Affectionate; 
Factor 5: Self-confident; Factor 6: Patriotic; Factor 7: Artistic; Factor 8: Risk-taking; 
Factor 9: Tolerant; and Factor 10: Compliant. These factors were used in ANOVA and 
logistic regression analysis in relation to this study.
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Table 4.29 Factor Analysis: Rotated Component Matrix
Component
1 2 3 4 5 6 7 8 9 10
A comfortable life .105 -5.540E-02 .812 .104 .129 .188 9.125E-02 1.793E-02 -1.867E-02 3.367E-02
An exciting life 8.173E-02 2.917E-02 .326 3.115E-02 .247 8.621E-02 2.410E-02 .705 .120 1,818E-02
A sense of accomplishment .701 3.837E-02 .118 2.097E-02 -3.637E-02 .102 .103 .160 .114 1.670E-02
A world at peace .162 .322 .105 9.798E-02 9.503E-02 .249 .691 6.21 IE-02 6.455E-02 -3.066E-02
A world of beauty .136 -2.352E-02 9.029E-02 .209 6.223E-02 -3.472E-02 .842 -1.280E-02 .157 5.453E-02
Equality 9.990E-02 .191 -.121 9.487E-02 -1.080E-02 .290 .296 .136 .636 8.228E-02
Family security 5.646E-02 .235 .101 .234 3.825E-02 .562 .139 .112 -6.91 IE-03 .236
Freedom .144 8.678E-02 .104 9.340E-02 2.432E-02 .805 -4.072E-02 .116 .243 6.930E-02
Happiness 8.592E-03 1.783E-02 .446 .574 .175 .262 7.605E-02 9.480E-02 -2.181E-02 -3.663E-02
Inner harmony .311 7.203E-02 8.938E-02 .751 .261 -1.924E-02 5.959E-02 -7.862E-02 1.953E-02 -1.840E-02
Mature love .158 4.940E-02 .225 .705 2.841E-02 .178 .178 -1.519E-03 .118 3.947E-02
National security .248 9.979E-02 .239 9.708E-03 .134 .644 .356 -.200 -4.655E-02 -4.906E-02
Pleasure 3.149E-02 7.557E-02 .730 .306 .134 .187 .125 .122 -1.674E-02 -.181
Salvation .222 .145 .136 .187 .176 .481 -6.483E-02 -.111 -.394 -2.746E-02
Self-respect .353 .119 .281 .397 .225 .343 5.676E-02 -.188 8.414E-02 -.311
Social recognition .111 .143 .666 .251 3.065E-02 -4.785E-02 -3.71 IE-02 .181 -4.645E-02 .272
True friendship .106 .235 .247 .495 -4.922E-02 3.475E-02 .161 .388 .201 3.853E-02
Wisdom .689 .162 -6.997E-02 .255 7.814E-02 -2.590E-02 .125 7.139E-02 .303 -2.266E-02
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Table 4.29 (Continued)
Ambitious .417 -1.180E-02 .241 .157 .370 .239 -.117 .303 -4.569E-02 6.716E-02
Broadminded 4.126E-02 .205 5.906E-02 .141 .390 -1.885E-02 1.900E-02 -3.209E-02 .702 -5.677E-02
Capable .142 6.833E-02 -8.092E-02 .150 .677 .134 .109 7.538E-02 7.511E-02 .501
Cheerful 6,189E-02 .495 .302 .403 .329 5.821E-02 7.290E-02 -5.48 IE-02 2.590E-02 .105
Clean .188 .555 .383 -5.758E-02 .174 8.766E-02 .122 -.318 -4.210E-03 .187
Courageous .241 .328 -2.316E-02 .369 .110 .227 .163 .104 -5.930E-02 .287
Forgiving .224 .782 -.102 5.748E-02 .149 1.677E-02 8.006E-02 -4.41 IE-02 .193 -3.142E-03
Helpful .278 .714 -4.908E-02 2.150E-02 -1.458E-02 .269 .112 .209 .144 4.888E-02
Honest .563 .147 -2.770E-02 .114 9.621E-02 .166 .263 -.192 -.193 9.307E-02
Imaginative .113 .338 4.800E-02 9.061E-02 .632 3.080E-02 .139 .295 -5.321 E-02 -6.041 E-02
Independent 5.555E-02 -4.959E-02 .198 .121 .808 8.758E-02 3.392E-02 -8.366E-02 .134 -5.461 E-03
Intellectual .335 .229 .253 6.785E-02 .555 -7.695E-03 5.047E-03 .132 .149 -.304
Self-controlled .657 .264 .172 .109 .194 8.344E-02 -6.220E-02 -5.268E-02 -.120 6.015E-02
Logical .640 .200 -3.337E-02 .238 .233 .153 .159 8.697E-02 -9.835E-02 .102
Loving .162 .592 .205 .421 -5.042E-03 .224 -9.671E-03 -4.287E-03 2.361 E-02 9.947E-02
Obedient .432 .273 .226 -4.461E-02 -4.731E-02 .194 -8.852E-03 -9.524E-02 1.760E-02 .606
Polite .480 .307 .271 .186 6.792E-02 .193 6.107E-02 -.420 .134 .250
Responsible .520 .240 .204 .125 4.622E-02 .277 3.986E-02 -.328 .235 .331
Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.
o
a Rotation converged in 19 iterations.
92
As indicated in Table 4.30, these ten personal value factors explained 67.55 
percent o f the variance o f the 36 original personal value independent variables.
Table 4.30 Factor Analysis: Total Variance Explained
Initial Eigenvalues Rotation Sums of Squared Loadings
Component Total % of Variance Cumulative % Total % of Variance Cumulative %
1 10.437 28.991 28.991 3.865 10.736 10.736
2 2.709 7.524 36.515 3.075 8.543 19.279
3 2.119 5.885 42.400 2.953 8.202 27.480
4 1.773 4.926 47327 2.900 8.054 35.535
5 1.446 4.017 51.344 2.712 7.534 43.069
6 1.371 3.807 55.151 2.546 7.073 50.142
7 1.307 3.630 58.781 1.764 4.899 55.041
8 1.112 3.089 61.870 1.589 4.413 59.454
9 1.043 2.896 64.766 1.574 4.372 63.826
10 1.002 2.784 67.550 1.341 3.724 67.550
Extraction Method: Principal Component Analysis.
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The Relationship Between Personal Values and Demographic Characteristics 
For investigating Hypothesis 4-1 “Differences in personal values exist among 
voters of different races (i.e., Black, White, and Hispanic),” ANOVA was used to 
determine whether there existed significant variation in the group means. Table 4.31 
shows ethnic groups’ means for the ten personal value factor scores.
Table 4.31
Descriptive Statistics: Personal Value Factor Scores vs. Race
Race Mean Std. Deviation N
Black, non-Hispanic 3.800633E-02 1.4752954 15
White, non-Hispanic -1.3125014E-02 .9283512 128
Conscientious
Hispanic -.2091203 1.6891765 4
Asian/Pacific Islander 8.657608E-02 .9740680 12
American Indian .4537376 .5989149 2
Total 1.157695E-16 1.0000000 161
Black, non-Hispanic .3244976 1.0683813 15
White, non-Hispanic 1.471387E-03 .9795612 128
Considerate
Hispanic -.7938544 .7459197 4
Asian/Pacific Islander -.2233695 1.1847886 12
American Indian .4000248 .1695698 2
Total 2.851092E-17 1.0000000 161
Black, non-Hispanic .3759061 1.0794755 15
White, non-Hispanic -4.3781537E-02 .9783721 128
Self-centered
Hispanic -.5104353 1.1049993 4
Asian/Pacific Islander .2675601 .9733540 12
American Indian -.6017670 1.7450651 2
Total -1.1246565E-16 1.0000000 161
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Table 4.31 (Continued)
Affectionate
Self-confident
Patriotic
Artistic
Risk-taking
Black, non-Hispanic 
White, non-Hispanic 
Hispanic
Asian/Pacific Islander 
American Indian 
Total 
Black, non-Hispanic 
White, non-Hispanic 
Hispanic
Asian/Pacific Islander 
American Indian 
Total 
Black, non-Hispanic 
White, non-Hispanic 
Hispanic
Asian/Pacific Islander 
American Indian 
Total 
Black, non-Hispanic 
White, non-Hispanic 
Hispanic
Asian/Pacific Islander 
American Indian 
Total 
Black, non-Hispanic 
White, non-Hispanic 
Hispanic
Asian/Pacific Islander 
American Indian 
Total
-.1915064 1.3896875 15
6.868299E-02 .9494968 128
-.8045521 .8074480 4
-.2674839 1.0342571 12
.2545943 .1131873 2
4.02474 IE-17 1.0000000 161
-2.9553013E-02 .6264448 15
3.574369E-02 .9231413 128
-.3165795 .5149465 4
-.2834199 1.9933528 12
.2677298 .2991617 2
2.341817E-16 1.0000000 161
-2.7417272E-02 1.0968884 15
6.267960E-03 .9964198 128
.6298701 1.5026985 4
-5.0156359E-02 .6376149 12
-1.1543219 1.2323606 2
-1.9721458E-16 1.0000000 161
-.2181820 1.0407056 15
5.199067E-02 .9816411 128
-.4201585 .9831539 4
-.1326145 1.2461597 12
-5.5033903E-02 .7016432 2
-7.9978333E-17 1.0000000 161
.1594958 .7798338 15
-4.1241832E-03 1.0639194 128
.5538991 .4872673 4
-.2507515 .5200065 12
-.5355595 1.0515325 2
-1.0105357E-16 1.0000000 161
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Table 4.31 (Continued)
Black, non-Hispanic .2558600 .7912842 15
White, non-Hispanic -4.9083266E-02 .9958918 128
Tolerant
Hispanic 13763697 .8374755 4
Asian/Pacific Islander -.2980868 1.0536955 12
American Indian .2581603 .9438900 2
Total 2.904764E-16 1.0000000 161
Black, non-Hispanic -1.6078620E-02 1.0415512 15
White, non-Hispanic 3.082816E-02 .9984109 128
Compliant
Hispanic -.8858804 1.3250981 4
Asian/Pacific Islander -4.8687688E-02 .8273623 12
American Indian .2114745 1.4267738 2
Total -1.1725054E-17 1.0000000 161
Table 4.32
ANOVA: Personal Value Factor Scores vs. Race
Source Dependent Variable F P-value
Conscientious .176 .950
Considerate 1.263 .287
Self-centered 1.256 .290
Affectionate 1.188 .318
Self-confident
Race
.415 .798
Patriotic 1.077 .370
Artistic .489 .743
Risk-taking .730 .573
Tolerant 2.619 .037
Compliant .842 .500
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Table 4.32 shows that significant differences were found in only one personal 
value factor: Tolerant {equality and broadminded). Minority respondents (Blacks, 
Hispanics, and American Indians) evaluated this factor significantly more important than 
White respondents did. Therefore, Hypothesis 4-1 was partially supported.
For testing Hypothesis 4-2 “Differences in personal values exist between male 
and female voters,” ANOVA was used to find out whether there existed significant 
variation in the group means. Table 4.33 shows the means for the ten personal value 
factor scores between men and women.
Table 4.33
Descriptive Statistics: Personal Value Factor Scores vs. Gender
Gender Mean Std. Deviation N
Female 3.635460E-02 .8347508 79
Conscientious Male -3.5024550E-02 1.1409542 82
Total 1.157695E-16 1.0000000 161
Female .2271962 .8587432 79
Considerate Male -.2188841 1.0799704 82
Total 2.851092E-17 1.0000000 161
Female 1.809607E-02 .9420007 79
Self-centered Male -1.7434022E-02 1.0583863 82
Total -1.1246565E-16 1.0000000 161
Female .3752871 .7009532 79
Affectionate Male -.3615571 1.1101669 82
Total 4.024741E-17 1.0000000 161
Female -6.4578544E-02 1.1324966 79
Self-confident Male 6.221591E-02 .8557312 82
Total 2.341817E-16 1.0000000 161
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Table 4.33 (Continued)
Female 9.786413E-02 .9316884 79
Patriotic Male -9.4283737E-02 1.0588083 82
Total -1.9721458E-16 1.0000000 161
Female .1410332 .9572961 79
Artistic Male -.1358735 1.0270080 82
Total -7.9978333E-17 1.0000000 161
Female -.2409222 .9250593 79
Risk-taking Male .2321079 1.0198619 82
Total -1.0105357E-16 1.0000000 161
Female .1151388 .9564321 79
Tolerant Male -.1109264 1.0339440 82
Total 2.904764E-16 1.0000000 161
Female -.1510263 .8326361 79
Compliant Male .1455010 1.1242887 82
Total -1.1725054E-17 1.0000000 161
Table 4.34
ANOVA: Personal Value Factor Scores vs. Gender
Source Dependent Variable F P-value
Conscientious .204 .652
Considerate 8.376 .004
Self-centered .050 .822
Affectionate 25.142 .000
Gender
Self-confident .645 .423
Patriotic 1.490 .224
Artistic 3.126 .079
Risk-taking 9.480 .002
Tolerant 2.070 .152
Compliant 3.595 .060
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Table 4.34 shows that significant differences were identified in five of the ten 
personal value factors between men and women. Men rated Risk-taking (an exciting life) 
significantly more important than women did. On the other hand, women evaluated the 
following personal value factors more essential than men: Considerate (cheerfiil, clean, 
forgiving, helpful, and loving), Affectionate (happiness, inner harmony, mature love, self- 
respect, true friendship, and courageous), Artistic (a world at peace and a world of 
beauty), and Compliant (obedient). Thus, Hypothesis 4-2 was partially supported.
For testing Hypothesis 4-3 “Differences in personal values exist among voters of 
different age groups,” ANOVA was used to decide whether there existed significant 
variation in the group factor score means. Table 4.35 shows the mean scores of personal 
value factors among voters across different age categories.
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Table 4.35
Descriptive Statistics: Personal Value Factor Scores vs. Age Categories
Age Mean Std. Deviation N
18-20 .1602667 .8978072 15
21-24 -.1143264 1.0884755 35
25-34 -.1230468 1.0067024 27
Conscientious
35-44 6.727579E-02 .8943137 34
45-54 -1.5311794E-02 1.0159149 28
55-64 -.3575402 1.3575246 11
65 and above .6497492 .4840023 10
Total -3.1030608E-03 1.0023619 160
18-20 5.995058E-02 1.4625530 15
21-24 .1093253 .8236613 35
25-34 -.2531878 1.0557960 27
Considerate
35-44 -3.6858123E-02 1.0325809 34
45-54 -2.8322615E-02 1.0160253 28
55-64 .2495805 .5305093 11
65 and above 3.88518 IE-02 .9495361 10
Total -6.3920746E-03 .9998348 160
18-20 .6037633 .5551834 15
21 -24 .1667787 1.1462787 35
25-34 -5.6777317E-03 .9950358 27
Self-centered
35-44 -3.5764624E-02 1.1004053 34
45-54 -.1731069 .7958528 28
55-64 -.3889778 .9200358 11
65 and above -.2363956 .8201867 10
Total 1.271690E-02 .9899943 160
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Table 4.35 (Continued)
18-20 9.345566E-02 1.1470462 15
21 -24 .2431441 .9693542 35
25-34 -2.5520594E-02 1.1173692 27
Affectionate
35-44 -3.5551357E-02 .9411937 34
45-54 -.1189127 1.0174385 28
55-64 -.2179655 .9928065 11
65 and above -.3173517 .7570923 10
Total -5.541351 IE-03 1.0006570 160
18-20 -.3324399 .9011370 15
21-24 2.082626E-02 .6961516 35
25-34 -.1362889 .9185851 27
Self-confident
35-44 .1343851 1.3370502 34
45-54 .1041443 1.0230206 28
55-64 -.1267206 1.1561985 11
65 and above .3225635 .6131683 10
Total 8.621016E-03 .9971200 160
18-20 1.276800E-02 .6341614 15
21-24 -9.5883274E-03 .9782830 35
25-34 .2155414 .9890992 27
Patriotic
35-44 .1003613 .7457141 34
45-54 -.2021859 1.2366948 28
55-64 .3339427 .6600191 11
65 and above -.3630003 1.2935955 10
Total 2.168744E-02 .9644104 160
18-20 -.1704044 .6384875 15
21-24 -.3787069 1.0919149 35
25-34 -8.9959806E-02 .9266070 27
Artistic
35-44 -8.1349484E-02 1.1346601 34
45-54 .3398565 .9387519 28
55-64 .5858542 .7552191 11
65 and above .3616397 .5954015 10
Total -8.9301775E-03 .9966790 160
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Table 4.35 (Continued)
18-20 .4440814 .8396245 15
21-24 .6742034 .8720216 35
25-34 -.1857551 .9839132 27
Risk-taking
35-44 -3.6519498E-02 .9510081 34
45-54 -.5357048 1.0029050 28
55-64 -.6749164 .6596338 11
65 and above -.2421689 .6291349 10
Total -5.2763394E-03 1.0008891 160
18-20 -.3218629 .8355365 15
21-24 .1477392 .9775762 35
25-34 3.765647E-02 .9780494 27
Tolerant
35-44 -.1047601 .9171447 34
45-54 -.1153308 1.2695998 28
55-64 .3801963 1.0057278 11
65 and above 3.828893E-02 .8173124 10
Total -5.4150292E-03 1.0007690 160
18-20 -.4237711 .7199384 15
21-24 -4.3144434E-02 1.2016524 35
25-34 -.3530043 1.2290129 27
Compliant
35-44 .2441378 .7868763 34
45-54 .2851248 .8542129 28
55-64 .1885769 .9173197 11
65 and above -.1096120 .7357328 10
Total -8.4584508E-04 1.0030819 160
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
102
Table 4.36
ANOVA: Personal Value Factor Scores vs. Age Categories
Source Dependent Variable F P-value
Conscientious 1.175 .322
Considerate .485 .819
Self-centered 1.660 .135
Affectionate .688 .660
Self-confident .713 .640
Age
Patriotic .932 .474
Artistic 2.520 .024
Risk-taking 6.784 .000
Tolerant .776 .590
Compliant 1.871 .089
Table 4.36 indicates that significant differences were found in three personal 
value factors: Artistic (a world at peace and a world of beauty), Risk-taking (an exciting 
life), and Compliant (obedient). The respondents in the age group of 21 - 24 had the 
highest mean score in Risk-taking (an exciting life) but lowest mean score in Artistic (a 
world at peace and a world of beauty). On the other hand, those respondents in the age 
group of 55 - 64 placed the least meaning on Risk-taking (an exciting life) but greatest 
importance on Artistic (a world at peace and a world of beauty). Moreover, age appeared 
to be positively related to Artistic (a world at peace and a world of beauty) but negatively 
related to Risk-taking (an exciting life). Furthermore, those respondents in the age group 
o f 35 - 54 had significantly higher mean score in Compliant (obedient) than the rest of 
respondents. But those respondents in the age group of 18 - 20 placed the least meaning 
on this factor. Hypothesis 4-3, therefore, was partially supported.
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For testing Hypothesis 4-4 “Differences in personal values exist among voters o f 
different income categories,” ANOVA was used to discover if  there existed significant 
variation in the group means. Table 4.37 indicates the mean scores in personal values 
factors among voters o f different income categories.
Table 4.37
Descriptive Statistics: Personal Value Factor Scores vs. Income
Income Mean Std. Deviation N
Under $20,000 -.5072294 1.2152062 28
$20,000 - 39,999 -.1526361 1.2900561 19
$40,000 - 59,999 .3185034 .7800790 35
Conscientious $60,000 - 79,999 7.662682E-03 .8440000 21
$80,000-99,999 -8.540208 IE-02 1.1484614 12
More than $100,000 .3926712 .7211286 18
Total 1.874321E-03 1.0378240 133
Under $20,000 -6.1026852E-02 1.2254518 28
$20,000 - 39,999 -4.6312376E-02 1.2688637 19
$40,000 - 59,999 -4.9992727E-02 .8940487 35
Considerate $60,000 - 79,999 -.1379609 .7254167 21
$80,000 - 99,999 .2048272 1.0955357 12
More than $100,000 -9.3020922E-02 1.0503730 18
Total -4.8511741E-02 1.0304641 133
Under $20,000 .2560846 1.0568390 28
$20,000-39,999 -.2243280 1.1741282 19
$40,000 - 59,999 .1929551 .9878221 35
Self-centered $60,000 - 79,999 -.3224646 .8799524 21
$80,000 - 99,999 -.1698383 .9764880 12
More than $ 100,000 -.1613644 .9137553 18
Total -1.5434646E-02 1.0127199 133
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Affectionate
Self-confident
Patriotic
Artistic
Table 4.37 (Continued)
Under $20,000 -6.6238122E-02 1.0870516 28
$20,000 - 39,999 -.2006320 1.1302246 19
$40,000 - 59,999 .1286917 .8813252 35
$60,000 - 79,999 -.1903750 1.0216077 21
$80,000 - 99,999 -.5466073 1.2956800 12
More than $ 100,000 7.711247E-02 .7028772 18
Total -7.7681257E-02 1.0081668 133
Under $20,000 -.1662297 .8368141 28
$20,000 - 39,999 .1145043 .9980391 19
$40,000 - 59,999 -.1455311 1.3523733 35
$60,000 - 79,999 .1426684 .8212668 21
$80,000 - 99,999 -.3499695 .6014589 12
More than $ 100,000 .2938793 1.0289095 18
Total -2.6212113E-02 1.0284217 133
Under $20,000 -.1018752 .9366788 28
$20,000 - 39,999 -.3966072 1.2500794 19
$40,000 - 59,999 .1818008 .8228260 35
$60,000 - 79,999 .2368966 .6956282 21
$80,000 - 99,999 .2786957 .6729319 12
More than $100,000 -.1981792 1.3288753 18
Total 5.465699E-03 .9799744 133
Under $20,000 -5.7632400E-02 1.1037200 28
$20,000 - 39,999 .2674908 1.0197672 19
$40,000 - 59,999 5.848752E-02 1.0407973 35
$60,000 - 79,999 -8.3963520E-02 .9554873 21
$80,000 - 99,999 -.6473301 1.2639750 12
More than $100,000 .1879542 .8492109 18
Total -4.7544284E-03 1.0441582 133
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Table 4.37 (Continued)
Risk-taking
Tolerant
Compliant
Under $20,000 .4758672 1.0003752 28
$20,000 - 39,999 .1474680 1.1035679 19
$40,000 - 59,999 .1097481 .9655051 35
$60,000 - 79,999 -.5321250 .7959592 21
$80,000 - 99,999 -.4909721 .8381899 12
More than $ 100,000 -.1254335 .6580395 18
Total 4.836588E-03 .9719219 133
Under $20,000 -.1227548 .8393352 28
$20,000 - 39,999 .6147499 .8992680 19
$40,000 - 59,999 .1129284 1.1910288 35
$60,000 - 79,999 1.474105E-02 .7902178 21
$80,000 - 99,999 -.1205151 .7830665 12
More than $ 100,000 -.4056780 1.1852045 18
Total 2.824650E-02 1.0150605 133
Under $20,000 -2.8800124E-02 1.2964332 28
$20,000 - 39,999 -.1280408 1.2486183 19
$40,000 - 59,999 -.1440555 1.0517281 35
$60,000 - 79,999 .2640990 .6110526 21
$80,000 - 99,999 -9.8793177E-02 .9361059 12
More than $100,000 .5261583 .7627888 18
Total 4.173152E-02 1.0496899 133
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Table 4.38
ANOVA: Personal Value Factor Scores vs. Income
Source Dependent Variable F P-value
Conscientious 2.788 .020
Considerate .179 .970
Self-centered 1.398 .229
Affectionate 1.007 .416
Income
Self-confident .968 .440
Patriotic 1.541 .182
Artistic 1.373 .239
Risk-taking 3.818 .003
Tolerant 2.254 .053
Compliant 1.361 .244
Table 4.38 indicates that significant differences were found in three personal 
value factors: Conscientious (a sense o f accomplishment, wisdom, ambitious, honest, self­
controlled, logical, polite, and responsible), Risk-taking (an exciting life), and Tolerant 
(equality and broadminded).
Those respondents in the income level of more than $ 100,000 had the greatest 
mean score in the personal value factor Conscientious (a sense of accomplishment, 
wisdom, ambitious, honest, self-controlled, logical, polite, and responsible). In other 
words, they evaluated this factor more important than the rest of respondents. 
Additionally, those respondents in the income level o f  under $ 20,000 had the lowest 
mean score for this item.
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Those respondents in the income level of under $ 20,000 evaluated the personal 
value factor Risk-taking (an exciting life) most important. Furthermore, those respondents 
in the income level of $ 60,000 - 99,999 assessed this issue least significant.
Those respondents in the income level of more than $ 100,000 assessed the 
personal value factor Tolerant (equality and broadminded) least important. Moreover, 
those respondents in the income level o f  $ 20,000 - 39,999 evaluated this factor more 
important than the rest o f respondents. Thus, Hypothesis 4-4 was partially supported.
For testing Hypothesis 4-5 “Differences in personal values exist among voters o f 
different education levels,” ANOVA was used to analyze whether there existed 
significant variations in the group means. Table 4.39 illustrates the mean scores in 
personal values factors across different education levels.
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Table 4.39
Descriptive Statistics: Personal Value Factor Scores vs. Education
Education Mean Std. Deviation N
High school diploma -.1728174 .7644375 14
Some college -7.3847777E-02 1.0877313 66
Associate degree -.4757277 1.1430051 13
Conscientious Bachelor degree .1956799 .7701436 36
Master degree -5.1467548E-02 1.0531357 23
Doctor degree .8463482 .6179348 9
Total 1.157695E-16 1.0000000 161
High school diploma .1678262 1.0545505 14
Some college -6.8236887E-02 1.0292707 66
Associate degree .4907049 .7863297 13
Considerate Bachelor degree -8.7211998E-02 .9731335 36
Master degree .1053481 .9246379 23
Doctor degree -.3898302 1.2031220 9
Total 2.851092E-17 1.0000000 161
High school diploma -.1198374 .6569983 14
Some college .2418769 1.0552052 66
Associate degree 7.870440E-02 .9395715 13
Self-centered Bachelor degree 7.179158E-02 .9183769 36
Master degree -.5311026 .9389921 23
Doctor degree -.6309388 1.0065040 9
Total -1.1246565E-16 1.0000000 161
High school diploma -2.6354474E-02 .8865706 14
Some college .1589560 .9979666 66
Associate degree .3684852 .6488671 13
Affectionate Bachelor degree -5.1321107E-02 .9632503 36
Master degree -.2697947 1.1000700 23
Doctor degree -.7621783 1.1432266 9
Total 4.024741E-17 1.0000000 161
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Self-confident
Patriotic
Artistic
Risk-taking
Table 4.39 (Continued)
High school diploma -2.7075502E-02 .7134249 14
Some college -.1669667 1.1149008 66
Associate degree .2099328 .7330415 13
Bachelor degree .1550652 .8673432 36
Master degree -.1932626 1.0493697 23
Doctor degree .8369359 .8009417 9
Total 2.341817E-16 1.0000000 161
High school diploma 7.269660E-03 1.0108842 14
Some college .1784154 .7121738 66
Associate degree -.2925838 1.4623228 13
Bachelor degree 5.942121E-02 .9082086 36
Master degree -.3459606 1.3885410 23
Doctor degree -.2506306 1.1258907 9
Total -1.9721458E-16 1.0000000 161
High school diploma .2427315 .7029783 14
Some college -.1760554 1.1555993 66
Associate degree .1538449 .9866003 13
Bachelor degree .1867507 .8282997 36
Master degree .2146697 .7622891 23
Doctor degree -.6043331 1.0906505 9
Total -7.9978333E-17 1.0000000 161
High school diploma -5.2968527E-02 .8824787 14
Some college .1758932 1.1360256 66
Associate degree -.1095516 .9936786 13
Bachelor degree -7.0883949E-02 .9157605 36
Master degree -9.3162549E-02 .7702484 23
Doctor degree -.5276288 .9092668 9
Total -1.0105357E-16 1.0000000 161
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Table 4.39 (Continued)
High school diploma .1794779 1.0614529 14
Some college 3.262750E-02 .9616290 66
Associate degree -.2585882 .9246777 13
Tolerant Bachelor degree .2466202 .9741298 36
Master degree -.1934690 1.0412751 23
Doctor degree -.6370000 1.1082819 9
Total 2.904764E-16 1.0000000 161
High school diploma -.1072725 1.2522185 14
Some college 2.409263E-02 .9398665 66
Associate degree -9.3164874E-02 .9925326 13
Compliant Bachelor degree -1.9854675E-02 1.0900793 36
Master degree .1226687 .9479251 23
Doctor degree -.1093076 1.0147792 9
Total -1.1725054E-17 1.0000000 161
Table 4.40
ANOVA: Personal Value Factor Scores vs. Education
Source Dependent Variable F P-value
Conscientious 2.425 .038
Considerate 1.151 .336
Self-centered 3.066 .011
Affectionate 2.164 .061
Education
Self-confident 2.167 .061
Patriotic 1.346 .248
Artistic 1.800 .116
Risk-taking 1.025 .405
Tolerant 1.652 .150
Compliant .152 .979
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Table 4.40 shows that significant differences were found in four personal value 
factors: Conscientious (a sense o f  accomplishment, wisdom, ambitious, honest, self­
controlled, logical, polite, and responsible), Self-centered (a comfortable life, pleasure, 
and social recognition), Affectionate (happiness, inner harmony, mature love, self- 
respect, true friendship, and courageous), and Self-confident {capable, imaginative, 
independent, and intellectual).
Those respondents in the education level of doctoral degree had the greatest mean 
scores in Conscientious {a sense o f  accomplishment, wisdom, ambitious, honest, self­
controlled, logical, polite, and responsible) and Self-confident {capable, imaginative, 
independent, and intellectual). They also had the lowest mean scores in Self-centered {a 
comfortable life, pleasure, and social recognition) and Affectionate {happiness, inner 
harmony, mature love, self-respect, true friendship, and courageous).
Moreover, those respondents in the education level o f  associate degree had the 
lowest mean score in Conscientious {a sense o f accomplishment, wisdom, ambitious, 
honest, self-controlled, logical, polite, and responsible) but the greatest mean score in 
Affectionate {happiness, inner harmony, mature love, self-respect, true friendship, and 
courageous). Additionally, those respondents in the education level o f some college were 
more Self-centered (a comfortable life, pleasure, and social recognition) oriented than 
the rest of the respondents. Thus, Hypothesis 4-5 was partially supported.
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The Relationship Between Personal Values 
and Party Identification 
For examining Hypothesis 5 "Differences in party identification are significantly 
related to differences in personal values,” the binary logistic regression was used to 
explore the results. As indicated earlier, race and gender were significant predictors for 
party identification. Therefore, these two demographic characteristics and personal value 
factors will be used as independent variables to investigate similarities and differences 
between Republicans and Democrats.
To investigate the relationship between party identification, personal values, and 
demographic characteristics, this study used the stepwise logistic regression approach to 
obtain a Chi-square statistic to assess overall significance. The significance level o f < 
0.001 (x2 = 37.771) indicates that the personal value factors and demographic 
characteristics, used as independent variables, are significant predictors o f party 
identification. Therefore, there exists a significant relationship between personal values, 
demographic characteristics, and party identification.
The purpose this logit function was to classify whether a respondent is a 
Republican or a Democrat.
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Table 4.41
Analysis o f Maximum Likelihood Estimates
B S.E. Wald
X2
df Sig. Odds ratio
Gender 1.095 .452 5.872 1 .015 2.988
Risk-taking -.524 .246 4.552 1 .033 .592
Tolerant -.988 .279 12.585 1 .000 .372
Race: White 1.776 .523 11.540 1 .001 5.904
Constant -1.145 .530 4.664 1 .031 .318
As indicated in Table 4.41, this logit function was estimated as “G = -1.145 + 
1.095*Gender + 1.776*White -  0.524*Factor 8 (Risking-taking) - 0.988*Factor 9 
(Tolerant).” The predicted probability of this logit function was for “Incline to 
Republican.” In other words, the probability that a respondent identified himselfTherself 
as a Republican decreased as the respondent’s perceived importance of Risking-taking 
(an exciting life) and Tolerant (equality and broadminded) increase. Likewise, the 
probability that a respondent identified himself/herself as a Democrat was positively 
related to his/her awareness o f Risking-taking (an exciting life) and Tolerant (equality 
and broadminded). Moreover, male respondents were more likely to be Republicans than 
female respondents. White respondents were more prone to be Republicans than all other 
races.
Moreover, the “odds ratio” column in Table 4.41 is the assessment of the natural 
exponent e = 2.71828 raised to a power representing the value o f coefficient of 
independent variable. The odds ratio compares the probability o f an event occurring with 
the probability of its not occurring. In this context, the “event” represents “inclination to 
be Republicans.”
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Table 4.42 provides an assessment o f the predictive power o f the estimated 
logistic model.
Table 4.42 
Prediction o f Party Identification
Observation
Incline to
Party Democrat (47)
Identification r „Incline to
Republican (89) 
Overall Percentage 
Note: The cut value is .500
Prediction
Party Identification
Incline to 
Democrat
24
Incline to 
Republican
23
13 76
Percentage
Correct
51.1
85.4
73.5
From the findings in Table 4.42, 24 o f 47 (51.1 percent) Democrats were 
classified correctly and 76 o f 89 (85.4 percent) Republicans were classified correctly. 
Among those 136 respondents, 100 (73.5 percent) of them were categorized properly. 
Thus, Hypothesis 5 was supported.
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The Relationship Between Personal Values 
and Voting Behavior 
The binary logistic regression was used to test Hypothesis 6 “Differences in 
voting behavior are significantly related to differences in personal values.”
In this analysis, the dependent variable, voting behavior, was examined 
dichotomously: “voters” vs. “non-voters.” Then for those respondents who identified 
themselves as “voted for either Bush or Gore,” the dependent variable, voting behavior, 
was categorized as “voted for Bush” vs. “voted for Gore” for further assessment. As 
indicated earlier, race, age, income, and education were significant predictors for voting 
behavior. Therefore, these four demographic characteristics and personal value factors 
were used as independent variables to investigate voting behavior.
To investigate the relationship between voting behavior, personal values, and 
demographic characteristics, the stepwise logistic regression approach was used to obtain 
a Chi-square statistic to assess overall significance. The significance level of < 0.001 (the 
first logit function, y l  = 42.011) and < 0.001 (the second logit function, y l  = 36.35) 
indicate that the personal value factors and demographic characteristics, being used as 
independent variables, are significant predictors o f voting behavior. Therefore, there 
exists a significant relationship between personal values and demographic characteristics, 
and voting behavior.
The purpose o f the first logit function was to classify whether a respondent was a 
voter or non-voter.
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Table 4.43
Analysis o f Maximum Likelihood Estimates
B S.E. Wald
X2
df Sig. Odds ratio
Conscientious .388 .228 2.884 1 .089 1.474
Self-confident .535 .229 5.453 1 .020 1.708
Age 1.065 .227 22.021 1 .000 2.901
Constant -2.001 .646 9.607 1 .002 .135
As indicated in Table 4.43, this logit function was estimated as “G1 =  -2.001 + 
0.388*Factor 1 (Conscientious) + 0.535*Factor 5 (Self-confident) + 1.065*Age.” The 
predicted probability o f  this logit function was for “the respondent did vote.” The positive 
sign of parameter estimate means that the probability that a respondent voted for some 
candidate increases as the respondent’s perceived importance of Conscientious {a sense 
o f accomplishment, wisdom, ambitious, honest, self-controlled, logical, polite, and 
responsible) and Self-confident {capable, imaginative, independent, and intellectual) 
increase. Moreover, the respondent’s age is positively related to his/her turnout at the 
polls.
Furthermore, the “odds ratio” column in Table 4.43 is the assessment o f e = 
2.71828 raised to a power representing the value o f  coefficient of independent variable. 
The odds ratio compares the probability o f an event occurring with the probability of its 
not occurring. In this context, the “event” represents “inclination to vote.”
Table 4.44 provides an assessment of the predictive power of the estimated 
logistic model.
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Table 4.44
Prediction of Voting Behavior (Voters vs. Non-voters)
Voting Behavior 
Prediction
Did not vote Did vote PercentageCorrect
Observation
Voting Behavior Did not vote (32) 16 16 50
Did vote (101) 10 91 90.1
Overall Percentage 80.5
Note: The cut value is .500
As demonstrated in Table 4.44, this stepwise logistic regression model correctly 
classified 91 of 101 (90.1 %) o f the respondents in the “voted” group and 16 o f 32 (50 %) 
of the respondents in the “not voted” cluster, and that the overall accurate classification 
rate was 80.5 percent.
The purpose of the second logit function was to classify whether a respondent 
voted for Bush or Gore.
Table 4.45
Analysis of Maximum Likelihood Estimates
B S.E. Wald
X2
df Sig. Odds ratio
Considerate .451 .254 3.157 1 .076 1.570
Patriotic -.502 .257 3.827 1 .050 .605
Race: White -2.583 .703 13.507 1 .000 .076
Income -.305 .158 3.703 1 .054 .737
Constant 2.495 .893 7.800 1 .005 12.116
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As indicated in Table 4.45, the second logit function was estimated as “G1 = 
2.495 + 0.45l*Factor 2 (Considerate) -  0.502* Factor 6 (Patriotic) -  2.532*White -  
0.305*Income.” The predicted probability of this logit function was for “Voted for 
Gore.” Therefore, the probability that a respondent voted for Gore was negatively related 
to his/her perceived importance o f Patriotic (family security, freedom, national security, 
and salvation) and positively related to his/her perception of Considerate (cheerful, clean, 
forgiving, helpful, and loving). Moreover, White respondents were less likely to vote for 
Gore. Respondent’s income level was negatively related to the likelihood that he/she 
voted for Gore.
Moreover, the “odds ratio” column in Table 4.45 is the assessment of e = 2.71828 
raised to a power representing the value of coefficient o f independent variable. The odds 
ratio compares the probability o f an event occurring with the probability o f  its not 
occurring. In this context, the event represents “inclination to vote for Gore.”
Table 4.46 provides an assessment o f the predictive power of the estimated 
logistic model.
Table 4.46
Prediction o f Voting Behavior (Bush vs. Gore)
Voting Decision 
Prediction
Bush Gore PercentageCorrect
Observation
, . _  . . Bush (64) 59 5 92.2
Voting Decision
Gore (33) 17 16 48.5
Overall Percentage 77.3
Note: The cut value is .500
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As illustrated in Table 4.46, this stepwise logistic regression model correctly 
classified 59 of 64 (92.2 %) o f the respondents in the “voted for Bush” group and 16 of 
33 (48.5 %) of the respondents in the “voted for Gore” cluster, and that the overall 
accurate classification rate was 77.3 percent. Thus, Hypothesis 6 was supported.
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CHAPTER V
DISCUSSION, IMPLICATIONS,
AND CONCLUSIONS
Discussion o f  the Research Findings 
The purpose of this study was to explore the interrelationships among electorate’s 
voting behavior, party identification, personal values, and demographic characteristics. 
As noted in Chapter 1, in more specific terms, the objectives were: (I) to identify the 
significant influence o f party identification in the decision-making process o f voting 
behavior, (2) to determine whether a significant relationship exists between party 
identification and personal values, (3) to determine whether a significant relationship 
exists between party identification and demographic characteristics, (4) to determine 
whether a significant relationship exists between demographic characteristics and 
personal values, (5) to determine whether a significant relationship exists between 
personal values and voting behavior, and (6) to determine whether a significant 
relationship exists between demographic characteristics and voting behavior.
Party Identification and Voting Behavior
Hypothesis I states that party identification is significantly related to voting 
behavior. This hypothesis was supported. Approximately 80 percent o f  respondents 
signified some level o f party identification and both strong and weak party identifiers
120
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consisted of roughly 60 percent o f respondents. Statistically, a significant positive 
relationship was found between party identification and voting behavior.
Party Identification and Demographic Characteristics
Hypothesis 2-1 states that differences in party identification exist among voters o f 
different races (i.e., Black, White, and Hispanic). This hypothesis was supported. 
Statistically significant differences were found between Black and White respondents in 
their party identification. Overwhelming portion o f Black respondents had partiality to 
the Democratic Party. White respondents constituted the majority of the proponents of 
the Republican Party.
Hypothesis 2-2 states that differences in party identification exist between male 
and female voters. This hypothesis was supported. Female respondents were more likely 
to identify themselves as Democrats and male respondents were more likely to identify 
themselves as Republicans.
Hypothesis 2-3 states that differences in party identification exist among voters o f 
different age groups. This hypothesis was not supported.
Hypothesis 2-4 states that differences in party identification exist among voters of 
different income categories. This hypothesis was not supported.
Hypothesis 2-5 states that differences in party identification exist among voters of 
different education levels. This hypothesis was not supported.
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Voting Behavior and Demographic Characteristics
Hypothesis 3-1 states that differences in voting behavior exist among voters of 
different races. This hypothesis was supported. Regarding Black respondents, 46.7 
percent of them voted for Gore, 6.7 percent o f them voted for Bush, and 46.7 percent of 
them were non-voters. Regarding White respondents, 19.5 percent o f  them voted for 
Gore, 55.5 percent o f  them voted for Bush, and 22.7 percent o f them were non-voters.
Hypothesis 3-2 states that differences in voting behavior exist between male and 
female voters. This hypothesis was not supported.
Hypothesis 3-3 states that differences in voting behavior exist among voters of 
different age groups. This hypothesis was supported. Respondents’ participation at the 
polls was positively related to their age.
Hypothesis 3-4 states that differences in voting behavior exist among voters of 
different income categories. This hypothesis was supported. Respondents’ participation at 
the polls was positively related to their income.
Hypothesis 3-5 states that differences in voting behavior exist among voters of 
different education levels. This hypothesis was supported. Respondents’ attendance at the 
polls was positively related to their completed level of education.
Personal Values and Demographic Characteristics
Hypothesis 4-1 states that differences in personal values exist among voters of 
different races (i.e., Black, White, and Hispanic). This hypothesis was partially 
supported. Statistically significant differences were found only in the following personal 
value factor: Tolerant (equality and broadminded). Blacks were more Tolerant oriented 
than the rest of the respondents.
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Hypothesis 4-2 states that differences in personal values exist between male and 
female voters. This hypothesis was partially supported. Women rated the following 
personal value factors more importantly than men: Considerate {cheerful, clean, 
forgiving, helpful, and loving), Affectionate {happiness, inner harmony, mature love, self- 
respect, true friendship, and courageous), Artistic {a world at peace and a world o f  
beauty), and Compliant {obedient). Men had stronger perception o f  Risk-taking {an 
exciting life) than women did.
Hypothesis 4-3 states that differences in personal values exist among voters of 
different age groups. This hypothesis was partially supported. Statistically significant 
differences were found only in Artistic (a world at peace and a world o f beauty), Risk- 
taking {an exciting life), and Compliant {obedient). There existed a positive relationship 
between respondents’ age and their awareness of Artistic {a world at peace and a world 
of beauty) but a negative relationship between respondents’ age and their perceived 
significance o f Risk-taking {an exciting life). Moreover, regarding Compliant {obedient), 
those respondents in the age group of 35 - 54 rated this personal value factor most 
importantly but those respondents in the age group o f  18 - 20 evaluated this personal 
value factor least important.
Hypothesis 4-4 states that differences in personal values exist among voters of 
different income categories. This hypothesis was partially supported. Significant 
differences were found in three personal value factors: Conscientious {a sense o f  
accomplishment, wisdom, ambitious, honest, self-controlled, logical, polite, and 
responsible), Risk-taking {an exciting life), and Tolerant {equality and broadminded). 
Those respondents in the income level of more than $100,000 appraised Conscientious {a
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sense o f accomplishment, wisdom, ambitious, honest, self-controlled, logical, polite, and 
responsible) most importantly but Tolerant (equality and broadminded) least 
significantly. On the other hand, those respondents in the income level o f  under $20,000 
had greatest mean score in Risk-taking {an exciting life) but lowest mean score in 
Conscientious {a sense o f  accomplishment, wisdom, ambitious, honest, self-controlled, 
logical, polite, and responsible).
Hypothesis 4-5 states that differences in personal values exist among voters of 
different education levels. This hypothesis was partially supported. Significant 
differences were found in four personal value factors: Conscientious (a sense of 
accomplishment, wisdom, ambitious, honest, self-controlled, logical, polite, and 
responsible), Self-centered {a comfortable life, pleasure, and social recognition), 
Affectionate {happiness, inner harmony, mature love, self-respect, true friendship, and 
courageous), and Self-confident {capable, imaginative, independent, and intellectual).
Those respondents in the education level o f doctoral degree had the greatest mean 
scores in Conscientious {a sense o f accomplishment, wisdom, ambitious, honest, self­
controlled, logical, polite, and responsible) and Self-confident {capable, imaginative, 
independent, and intellectual) but the lowest mean scores in Self-centered {a comfortable 
life, pleasure, and social recognition) and Affectionate {happiness, inner harmony, 
mature love, self-respect, true friendship, and courageous).
Moreover, those respondents in the education level o f associate degree had the 
lowest mean score in Conscientious {a sense o f  accomplishment, wisdom, ambitious, 
honest, self-controlled, logical, polite, and responsible) but the greatest mean score in 
Affectionate {happiness, inner harmony, mature love, self-respect, true friendship, and
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courageous). Additionally, those respondents in the education level o f some college had 
the greatest mean score in Self-centered {a comfortable life, pleasure, and social 
recognition) among all o f the respondents.
Personal Values and Party Identification
Hypothesis 5 states that differences in party identification are significantly related 
to differences in personal values. This hypothesis was partially supported. In addition to 
the demographic influences (race and gender), the respondent’s party identification was 
significantly associated with his/her perceived importance in Risk-taking (an exciting 
life) and Tolerant (equality and broadminded). Democrats evaluated these two personal 
value factors more essential than Republicans did. These personal values have been 
proven to be statistically significant predictors of party identification.
Personal Values and Voting Behavior
Hypothesis 6 states that differences in voting behavior are significantly related to 
differences in personal values. This hypothesis was partially supported. In addition to the 
demographic influence (age), the respondent’s voting turnout was positively associated 
with his/her evaluation in Conscientious (a sense o f accomplishment, wisdom, ambitious, 
honest, self controlled, logical, polite, and responsible) and Self-confident (capable, 
imaginative, independent, and intellectual). Voters had greater assessment in these two 
personal value factors than non-voters did. These personal values have been proven to be 
statistically significant predictors o f voting turnout.
Moreover, personal values also have been proven to be statistically significant 
predictors of voting choice. In addition to the demographic influences (race and income), 
those respondents who voted for Gore had greater evaluation in Considerate (cheerful,
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clean, forgiving, helpful, and loving) than those individuals who voted for Bush. On the 
other hand, people who voted for Bush were more Patriotic {family security, freedom, and 
national security) oriented than those citizens who voted for Gore. It was demonstrated 
that differences in voting choices were significantly related to differences in personal 
values.
Managerial Implications 
The research findings discussed in the earlier section recommended several 
implications for political marketers. This study confirmed previous research that 
significant relationships exist among demographics, party identification, and voting 
behavior. In addition, this study provides empirical evidence in support o f  the 
hypothesized relationships among personal values, party identification, and voting 
behavior.
In order for political marketers to reach potential partisans and/or voters more 
efficiently, they must segment citizens based on their personal information and political 
attitudes. The more precise the intelligence, the greater the possibility that the political 
marketers can reach those persons who are most likely to support the political party 
and/or the nominated candidate. Even if  it were true that demographic characteristics 
were significant predictors for voters’ party identification and voting behavior, it would 
be worth exploring why some people are more prone to support the Republican party 
while others support the Democratic party and why some citizens tend to vote while so 
many other individuals fail to do so.
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As noted earlier, personal values are explanations o f human behavior and 
preferences. Personal values “provides a description o f why individuals pursue a specific 
lifestyle and exhibit an overall pattern of behavior” (Kahle, Rose, and Shoham, 2000, p. 
6). As a result, this study suggests that personal values explain why people have different 
party identification partialities and why people voted the way they did in the U.S. 2000 
presidential election. The findings o f this study also conclude that personal values play a 
statistically significant role in predicting voters’ party identification and voting 
behavior/choices. Therefore, voters can be segmented according to their personal values.
One important finding is that respondent’s voting turnout was positively related to 
his/her perceived importance o f Conscientious (a sense o f accomplishment, wisdom, 
ambitions, honest, self-controlled, logical, polite, and responsible) and Self-confident 
(capable, imaginative, independent, and intellectual). Moreover, there exists a positive 
relationship between voter’s turnout and his/her age. Retrospectively, researchers have 
provided explanations o f political participation. For example, people vote because their 
voting behavior determines outcome of election (Ricker and Ordeshook, 1968) or “people 
vote because of a feeling o f civic responsibility” (Shachar and Nalebuff, 1999, p. 525). 
These explanations match the findings of this study that citizens’ voting turnout fulfilled 
their personal values such as a sense o f accomplishment, wisdom, ambitious, honest, self­
controlled, logical, polite, responsible, capable, imaginative, independent, and 
intellectual. For example, voters perceived that they were responsible to accomplish 
voting behavior by making a wise, logical, and self-determining voting decision. 
Moreover, they believed that their voting behavior/choices were capable to decide 
outcomes o f elections.
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Generally speaking, “Republican primary voters were more conservative and 
Democratic primary voters were more liberal” (Bibby, 1996, p. 189). The findings o f this 
study provides a more precise statement that female individuals were more likely to be 
Democrats and that Democrats sited greater importance on Risking-taking (an exciting 
life) and Tolerant (equality and broadminded) than Republicans did. On the other hand, 
White and/or male persons were more expected to be Republicans. Furthermore, 
regarding each party’s voters, Republican primary voters appear to be White individuals, 
in the higher income level, and more Patriotic (family security, freedom, national 
security, and salvation) oriented. Democratic primary voters seem to be in the lower 
income level and more Considerate (cheerful, clean, forgiving, helpful, and loving) 
oriented. In other words, respondents who voted for Gore believed that this decision 
fulfilled their personal values such as equality, broadminded, cheerful, clean, forgiving, 
helpful, and loving. In the same way, individuals who voted for Bush considered that this 
judgment carried out their personal values such as family security, freedom, national 
security, and salvation.
“Marketing is a communication process” (Webster and Wind, 1972, p. 108). The 
usage o f  mass media has become the major characteristic o f modem political campaign. 
“Exposure o f media coverage o f  elections, especially television coverage, is likely to 
reinforce interest in politics and voting turnout” (Jamieson, 1996, p. 546). Thus, personal 
values should be incorporated in all forms of advertising. In other words, political 
advertisements and political communication should emphasize segmented voters’ 
perceived important personal values to obtain recognition and support. That is, personal 
values advertising has the ability to increase political party’s “market share” and to
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motivate voters for a higher turnout at the polls. For instance, political advertisements 
emphasizing “sense of accomplishment’ would need to show voters that their votes are 
very important for their country, and their votes determine the country’s future.
The findings of this study also indicate that a considerable portion of non-voters 
was Black respondents, individuals in the younger generation, citizens in lower income 
level, and less educated people. This study also provides evidence o f a significant 
relationship between personal values and each of these subgroups. For example, the 
majority o f non-voters were in the age category of 18 - 24 and they identified the 
personal value an exciting life as their most important issue. As mentioned earlier, 
personal values reflect what people’s needs are, the way that people satisfy their needs, 
establish their goals, and achieve their goals. Therefore, it can be inferred that those non­
voters in the age category o f 18 - 24 did not believe their political participation can fulfill 
their personal value o f an exciting life. If political marketers would like to increase voting 
turnout in the age category o f 18 - 24, political advertisements highlighting “an exciting 
life” would need to show voters that their votes would contribute to a pleasant and happy 
life for citizens.
Political marketers must create promotion strategies in political campaigns. They 
should study voters’ both demographic characteristics and personal values for planning 
their campaign strategies more effectively than if they rely on only voters’ demographic 
description. In other words, a presidential campaign advertisement should highlight the 
significant personal values associated with the specific political party/candidate and 
segmented target voters.
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Limitations
Many factors may affect an individual’s voting decision. The scope of this study 
focused on long-term determinants, such as party identification, personal values, and 
demographic characteristics. This research did not include other short-term contextual 
determinants such as candidate orientation, issue orientation, and political advertising, 
etc. Ignoring the relative influences o f other factors may reduce the possibilities o f 
correctly explaining and forecasting the results of elections.
A relative low response rate was another potential limitation of this study. This is 
a typical disadvantage carried by mail questionnaires (Churchill, 1995). Using a larger 
number of questionnaires initially could have resulted later in a larger number o f usable 
questionnaires.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
131
Table 5.1
Exit Polls in Florida for the 2000 Presidential Election
(percent) All Gore Bush
Vote by Ballots 49 49
Vote by Gender
Men 46 42 54
Women 54 53 45
Vote by Race
White 73 40 57
Black 15 93 7
Hispanic 11 48 49
Asian 1 0 0
Others 1 0 0
Vote by Age
18-29 15 55 40
30-44 31 47 50
45-59 27 49 49
60 or older 27 47 51
Vote by Age
18-64 80 49 48
65 or older 20 46 52
Vote by Education
No H.S. degree 5 50 47
High School Graduate 22 56 42
Some college 34 48 49
College Graduate 24 39 57
Post Graduate Degree 15 45 52
Vote by Education
College Educated 61 51 46
No College 39 41 55
Vote by Income
under $15,000 8 62 37
$15-30,000 17 60 36
$30-50,000 26 48 47
$50 -75,000 23 45 53
$75 -100,000 12 40 59
over $100,000 14 33 66
Vote by
Party Identification
Democrat 40 86 13
Republican 38 8 91
Independent 22 47 46
(http:www.cnn.com/ELECTION/2000/results/FL)
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Regarding generalizability, the sample was representative o f the results of the 
2000 presidential election in Florida with respect to voters’ gender, race, age, income, 
and vote by party identification. However, the sample was not similar to the results of the 
2000 presidential election in Florida in terms of education, party identification, and 
voting behavior/choices (see Table 5.1). The results of this study may suffer from a “non­
response error” (Churchill, 1995, p. 661). That is, respondents could possibly be different 
from those non-respondents. The sample o f this study was randomly selected from 
citizens in Florida. According to Table 4.6- Frequency Distribution o f Voting Behavior of 
the Sample, 25 percent o f  respondents did not vote in the election, 24.8 percent voted for 
Gore, and 47.2 percent voted for Bush. Voters on the winning side (“voted for Bush”) 
appeared to be more willing to participate in this study than those on the losing side 
(“voted for Gore”). The sample was not precisely representative o f  the composition of 
voters in Florida, as presented in Table 5.1. This potential bias should be considered 
when interpreting the findings of this study.
Suggestions for Future Research
This study has recommended that voters’ personal values and demographic 
characteristics be significantly related to their party identification, voting turnout, and 
voting choices. These findings suggest possible areas for future research.
As mentioned in Chapter 1 o f this study, party identification, candidate 
orientation, and issue orientation are the three most influential determinants o f voting 
behavior. Regarding issue orientation, “social security, health care/medicare, education, 
ethnicity, poverty, world affair (foreign policy), economic conditions, death penalty, tax
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reform, abortion, environment protection, and gun control” were political issues in the 
2000 presidential election (The Economist, 2000, p. 5 - 44). This study could be 
duplicated to explore whether differences in voters’ position on political issues are 
significantly related to differences in voters’ personal values and demographic 
characteristics.
Regarding candidate orientation, “candidate’s personality, political styles, 
backgrounds, physical appearance, and issue stands” (Bibby, 1996, p. 268 - 269) were 
important components o f this determinant. This study could be expanded to examine 
whether differences in voters’ evaluation o f  these candidate orientation elements are 
significantly related to differences in voters’ personal values and demographic 
characteristics.
Moreover, voters’ perceptions of candidates’ personal values is another potential 
area for future research. This study could be expanded to inspect whether differences in 
voters’ assessments of candidates’ personal values are significantly associated with 
differences in voters’ personal values. In other words, it would be useful to verify 
whether there exist similarities in personal values between the candidate and his/her 
supporters.
This study has suggested a positive relationship between party identification and 
voting turnout/choices. The effects issue orientation and candidate orientation have on 
voting turnout/choices could be investigated in future research. Additionally, the relative 
influence among issue orientation, candidate orientation, and personal values could be 
evaluated in future research. In other words, it would be useful to investigate whether
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issue orientation and/or candidate orientation overshadow personal values in determining 
voting turnout/choices.
The effects o f  personal values in influencing party identification, voting turnout, 
and voting choices were found significant. This study could also be replicated in some 
other elections, such as elections o f state governors. Furthermore, this study could also 
explore whether there exist similarities and/or differences in the significance o f personal 
values across state lines.
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Multinomial Logistic Regression 
To investigate the relationship in which voting behavior was a dependent variable 
while party identification, personal values, and demographics were independent 
variables, this study used the stepwise logistic regression approach available in SAS to 
obtain a Chi-square statistic to assess overall significance. The significance level o f < 
0.0001 (the first logit function, y l  = 71.34) and < 0.0001 (the second logit function, y l  = 
43.49) indicate that party identification, personal value factors, and demographic 
characteristics being used as independent variables are significant predictors o f voting 
behavior. Therefore, there exists a significant relationship among voting 
behavior/choices, party identification, personal values, and demographic characteristics.
The purpose of the first logit function was to classify whether a respondent voted 
for Bush or he/she did not vote for any candidate.
Table A-l
Analysis o f  Maximum Likelihood Estimates
Parameter DF Estimate Standard Error Wald Chi- 
Square
Pr>ChiSq
Intercept I -4.5995 1.2334 13.907 0.0002
Party Identification 1 0.7908 0.2951 7.1833 0.0074
Age 1 1.3 0.4356 8.9093 0.0028
Income 1 0.4928 0.2765 3.1764 0.0747
Dummy 3 1 -6.8938 2.1827 9.9755 0.0016
(Hispanics)
Conscientious 1 0.6856 0.3653 3.5225 0.0085
Considerate 1 -1.4458 0.5492 6.9291 0.0085
Affectionate 1 -1.2458 0.526 5.6082 0.0179
Self-confident 1 0.8576 0.5246 2.6725 0.1021
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As indicated in Table A -l, the first logit function was estimated as “G1 = -4.5995 
+ 0.7908*party identification (p = 0.00) + 1.3001*age category (p = 0.07) + 
0.4928*Income level (p = 0.07) — 6.8938*dummy3 (Hispanics, p = 0.00) + 
0.6856*Factor 1 (Conscientious, p = 0.06) -  1.4458*Factor 2 (Considerate, p = 0.00) -  
1.2458*Factor 4 (Affectionate, p = 0.01) + 0.8576*Factor 5 (Self-confident, p = 0.10).” 
In other words, the probability that a respondent voted for Bush increases as the 
respondent’s perceived importance o f Conscientious (a sense o f  accomplishment, 
wisdom, ambitious, honest, self-controlled, logical, polite, and responsible) and Self- 
confident (capable, imaginative, independent, and intellectual) increase. Moreover, the 
probability that a respondent voted for Bush decreases as the respondent’s perceived 
importance o f  Considerate (cheerful, clean, forgiving, helpful, and loving) and 
Affectionate (happiness, inner harmony, mature love, self-respect, true friendship, and 
courageous) increase. Additionally, the respondent’s party identification, income, race 
(only Hispanics), and age has a statistically significant influence on the probability that 
he/she voted for Bush or did not vote for any candidate.
The purpose of the second logit function was to classify whether a respondent 
voted for Gore or he/she did not vote for any candidate.
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Table A-2
Analysis of Maximum Likelihood Estimates
Parameter DF Estimate Standard Error Wald Chi- 
Square
Pr > ChiSq
Intercept 1 -5.2039 1.4613 12.681 0.0004
Party 1 -1.1075 0.324 11.6855 0.0006
Identification
Age 1 1.4897 0.4147 12.9057 0.0003
Artistic 1 -0.7982 0.3537 5.0932 0.024
As shown in Table A-2, the second logit function was estimated as “G2 = -5.2039 
-  1.1075*party identification (p = 0.00) + 1.4897*age category (p = 0.00) -  
0.7982*Factor 7 (Artistic, p = 0.02).” In other words, the probability that a respondent 
voted for Gore decreases as the respondent’s perceived importance of Artistic (a world at 
peace and a world o f  beauty) increase. Additionally, the respondent’s party identification 
and age had a statistically significant influence on the probability that he/she voted for 
Gore or did not vote for any candidate.
The decision rules to classify whether a respondent voted for Bush, voted for 
Gore, or did not vote are as follows (Johnson, 1998):
EG1=EXP(G1); EG2=EXP(G2); SUM= 1+EG1+EG2;
P0=1/SUM; P1=EG 1/SUM; P2=EG2/SUM;
If P0>P1 and PO P2, then predict: “Not Voted;”
If P1>P0 and Pl>P2, then predict: “Voted for Bush;”
If P2>P0 and P2>P1, then predict: “Voted for Gore.”
Consequently, the following Table shows the results of this process.
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Table A-3
Prediction of Voting Behavior
Frequency 
Percent 
Row Percent 
Column percent Bush
Prediction
Gore Not Voted Total
Not Voted 5 5 22 32
3.88 3.88 17.05 24.81
15.63 15.63 68.75
7.25 15.63 78.57
Bush 56 5 3 64
43.41 3.88 2.33 49.61
87.5 7.81 4.69
81.16 15.63 10.71
Gore 8 22 3 33
6.2 17.05 2.33 25.58
24.24 66.67 9.09
11.59 68.75 10.71
Total 69 32 28 129
53.49 24.81 21.71 100
a. Frequency missing = 28
From the findings in Table A-3, 22 of 32 (68.75 percent) non-voters were 
classified correctly, 22 of 33 (66.67 percent) of respondents who voted for Gore were 
classified correctly, and 56 o f  64 (87.5 percent) of respondents who voted for Bush were 
classified correctly. Among those 129 respondents, 100 (77.52 percent) o f them were 
categorized properly.
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Dear Sir or Madam:
In the past few decades, much has been studied on the relationships among voters’ 
party identification, voting behavior in presidential election, and demographic 
characteristics (i.e., age, gender, race). Little has been investigated on the 
interrelationships between one’s personal values and the effect personal values have on 
party identification and voting behavior in presidential elections. Therefore, to complete 
my dissertation, I have decided to examine the interrelationships among voters’ personal 
values, party identification, voting behavior in presidential election, and demographic 
characteristics. To test these interrelationships, I am contacting 2000 eligible voters in 
Florida, USA. This study is completely voluntary, and you are free to omit any responses 
that you are uncomfortable in answering. However, your response is very valuable. To 
insure that the results o f  this study are representative, it is very important to me that you 
may complete the enclosed questionnaire.
Please note that:
* The questionnaire is very brief and participation is voluntary.
* This is an anonymous questionnaire.
* Your responses will be kept in strict confidence.
* To assure confidentiality, place your completed questionnaire in 
the envelope provided, seal, and mail it out as soon as possible.
Greatly appreciate your help in the completion of the questionnaire and my 
doctorate. If you have any further questions about the questionnaire, please don’t hesitate 
to contact me. My e-mail address is kevinchiu@msn.com and my phone number is 
(318) 254-8016.
Sincerely,
Kevin Chiu
Doctoral candidate in Marketing 
Department of Marketing and Management 
Louisiana Tech University
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 By checking at left, I confirm that I have read the description of the study in the
cover letter, and I wish to participate in the following survey, recognizing that the study 
is voluntary, individual responses will be confidential and will not be identified with a 
particular respondent.
A Survey to Explore the Interrelationships among Voting Behavior in 
2000 Presidential Election, Party Identification, Personal Values, and 
Demographic Characteristics 
Part I: Voting Behavior
Whom did you vote for in the 2000 presidential election?
Please use X to mark your choice.
(1) Bush , (2) G ore , (3) O thers ,
(4) I did not vote .
Part II: Party Identification
Generally speaking, do ycr. usually think of yourself as a Republican, a 
Democrat, an Independent, or an affiliate of another party? Please use X to mark yourself 
with respect to the following scale to represent your “party identification.”
 Strong Republican,
 Weak Republican,
 Independent but lean to Republican,
 Independent,
 Independent but lean to Democrat,
 Weak Democrat,
 Strong Democrat,
 Other, please specify_____________________ .
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Part III: Personal Values
There are 2 lists of value items on the following pages. In the parentheses 
following each value item is an explanation and/or illustration that may help you to 
understand its meaning.
In the following section, you are to ask yourself:
“How important are these value items to ME as guiding principles in MY life?”
Please rate your perceived importance related to your “personal values” based on 
the following 1 to 7 scale.
7= extremely important,
6= very important,
5= modest important,
4= fairly important,
3= slightly important,
2= very unimportant,
1= not at all important.
The greater the number (1 ,2 ,.. .. ,  6, 7), the more important the value item is as 
a guiding principle in your life.
Value List I: the 18 terminal values regarding one's life.
(1 ) ______A comfortable life (i.e., a prosperous life),
(2 ) ______An exciting life (i.e., a stimulating experience, an active life),
(3 ) ______A sense of accomplishment (i.e., a lasting contribution),
(4 ) ______A world at peace (i.e., free of war and conflict),
(5 ) ______A world of beauty (i.e., beauty o f nature and the arts),
(6 ) ______Equality (i.e., equal opportunity for all),
(7 ) ______Family security (i.e., safety for loved ones, taking care o f loved ones),
(8 ) ______Freedom (i.e., free choice, freedom of action and thoughts),
(9 ) ______Happiness (i.e., contentedness),
(10 ) ______Inner harmony (i.e., freedom from inner conflict, at peace with myself),
(11 ) ______Mature love (i.e., deep emotional, sexual, and spiritual intimacy),
(12 ) ______National security (i.e., protection o f my nation from attack),
(13 ) ______Pleasure (i.e., an enjoyable, leisurely life, gratification o f desires),
(14 ) ______ Salvation (i.e., saved, eternal life),
(15 ) ______ Self-respect (i.e., self-esteem, belief in one’s own worth),
(16 ) ______ Social recognition (i.e., respect, admiration, approved by others),
(17 ) ______ True friendship (i.e., close companionship),
(18 ) ______ Wisdom (i.e., a mature understanding of life).
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In the following section, you are to ask yourself:
“How important are these value items to ME as guiding principles in MY 
behavior/s?”
Please rate your perceived importance related to your “personal values” based on 
the following 1 to 7 scale.
7= extremely important,
6= very important,
5= moderate important,
4= fairly important,
3= slightly important,
2=  very unimportant,
1= not at all important.
The greater the number (1 ,2 ,.... ,  6, 7), the more important the value item is as a 
guiding principle in your life.
Value List H: The 18 instrumental values regarding one’s characteristics 
and/or the preferable modes of behaviors.
(19 ) ______Ambitious (i.e., hard working, aspiring),
(20 ) ______Broadminded (i.e., open minded, tolerant o f different ideas and beliefs),
(21 ) ______Capable (i.e., competent, effective, efficient),
(22 ) ______Cheerful (i.e., lighthearted, joyful),
(23 ) ______Clean (i.e., neat, tidy),
(24 ) ______Courageous (i.e., standing up for your beliefs),
(25 ) ______Forgiving (i.e., willing to pardon others),
(26 ) ______Helpful (i.e., working for the welfare o f others),
(27 ) ______ Honest (i.e., sincere, truthful),
(28 ) ______ Imaginative (i.e., daring, creative),
(29 ) ______ Independent (i.e., self-reliant, self-sufficient),
(30 ) ______ Intellectual (i.e., intelligent, reflective),
(31 ) ______ Self-controlled (i.e., self-disciplined, resistant to temptation),
(32 ) ______ Logical (i.e., affectionate, tender, thinking),
(33 ) ______ Loving (i.e., dutiful, respectful),
(34 ) ______ Obedient (i.e., dutiful, meeting obligations),
(35 ) ______ Polite (i.e., well-mannered,),
(36 ) ______ Responsible (i.e., dependable, reliable).
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Part VI: Demographic Characteristics
The purpose of this section is to obtain some demographic information about you 
which will only be used to categorize the results.
(1) What is your gender? M ale_____ , Female_______
(2) What is your age?___________Years.
(3) What is the highest level o f education you have completed?
Less than high school diploma ,
High school diploma ,
Some college ,
Associate’s degree______ ,
Bachelor’s degree ,
Master’s degree______ ,
Doctoral degree______ .
(4) What is your household annual income? $
(5) What is your marital status? Single , Married
Divorced , Widowed
Other, please specify______
(6) Number of persons in your household?
What is the age of the youngest member of your household?______ Year/s.
(7) What is your race/ethnicity?
Black, non-Hispanic______ ,
White, non-Hispanic______ ,
Hispanic ,
Asian/Pacific Islander ,
American Indian ,
Alaskan Native
Other, please specify
(7) What is your occupation?_
If applicable, what is your spouse’s occupation?
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Part V: Issue Opinions
In the following section, you are to ask yourself:
“What is my opinion on these issue statements?” Please circle your response.
(1)1 emphasize recent economic conditions (i.e., stock index, unemployment rate) in 
determining how I vote.
Strongly agree Agree Neutral Disagree Strongly disagree
(2) Federal government should decrease taxes on personal income.
Strongly agree Agree Neutral Disagree Strongly disagree
(3) Federal government should not spend taxpayer’s money on foreign aid.
Strongly agree Agree Neutral Disagree Strongly disagree
(4) It’s the USA’s responsibility to take military action when necessary to protect 
human rights throughout the world.
Strongly agree Agree Neutral Disagree Strongly disagree
(5) There is too much sex and violence on TV.
Strongly agree Agree Neutral Disagree Strongly disagree
(6) There has been a drastic decline in moral values in the US during the past 10 
years.
Strongly agree Agree Neutral Disagree Strongly disagree
(7) Federal government should take over the health care system.
Strongly agree Agree Neutral Disagree Strongly disagree
(8) Number one priority o f  any elected official should be to secure increased 
funding for education.
Strongly agree Agree Neutral Disagree Strongly disagree
(9) All women should have the right to have an abortion if  they choose to do so.
Strongly agree Agree Neutral Disagree Strongly disagree
(10) Gay couples should have their rights to get married.
Strongly agree Agree Neutral Disagree Strongly disagree
(11) Federal government should do more to assist people living below poverty level.
Strongly agree Agree Neutral Disagree Strongly disagree
(12) The death penalty should be abolished.
Strongly agree Agree Neutral Disagree Strongly disagree
(13) Racial prejudice is a serious problem to the fabric of our society.
Strongly agree Agree Neutral Disagree Strongly disagree
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(14) Pollution is a serious threat to our environment.
Strongly agree Agree Neutral Disagree Strongly disagree
Part VI: Candidate Orientation
Making a decision to vote for a candidate, please use 1 to 6 to “rank” the 
following factors in terms of their relative influences on your decision.
1= most important,
2= second most important,
3= third most important,
4= fourth most important,
5= fifth most important,
6= sixth most important.
 Candidate’s personality,
 Candidate’s political experience,
 Candidate’s physical appearances,
 Your perception o f candidate’s moral values,
 Candidate’s political platform,
 Candidate’s stand on important issues.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
REFERENCES
Agger, R. E. 1959. “Independents and Party Identifiers: Characteristics and Behavior in 
Burdick, E. and A. J. Brodbeck. (Ed.). “American Voting Behavior,” Glencoe, 
Illinois: The Free Press
Anderson, D. R., Sweeney, D. J., and Williams, T. A. 1999. “Statistics for Business and 
Economics,” Cincinnati, Ohio: South-Western College Publishing.
Apasu, Y. 1987. “The Importance of Value Structures in the Perception o f Rewards by 
Industrial Salespersons,” Journal o f Academy Marketing Science, vol. 15: 1-10.
 , and S. N. Busatsi. 1983. “Personal Values and the Salesperson’s Performance:
A Theoretical Perspective,” Journal o f Academy Marketing Science, vol. 11:311- 
316.
Asher, H. B. 1992. “Presidential Elections and American Politics,” Pacific Grove, CA: 
Brooks/Cole Publishing Company.
Bagozzi, R. P. 1975. “Marketing as Exchange,” Journal of Marketing, vol. 39: 32-39.
Banker, S. 1992. “The Ethics o f Political Marketing Practices, the rhetorical,” Journal of  
Business Ethics, vol. 11: 843-849.
Banks, S. K. 1980. “The Differential Effect of Buying Task (Gift vs. Self-use) on the
Usage o f Product Evaluations in the Formation of Purchase Likelihoods,” Eugene, 
Oregon: University o f Oregon.
Beatty, S. E„ L. R. Kahle, and P. Homer. 1991. “Personal Values and Gift-Giving
Behaviors: A Study Across Cultures,” Journal o f Business Research, vol. 22: 149- 
157.
 , and S. Misra. 1985. “Alternative Measurement Approaches to Consumer Values:
The List o f Values and the Rokeach Value Survey,” Psychology and Marketing, 
vol. 2: 181-200.
Becker, B.W. and P. E. Connor. 1981. “Personal Values of the Heavy User o f Mass 
M e d ia Journal o f  Advertising Research, vol. 21: 37-43.
147
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
148
Bibby, J. F. 1996. “Politics, Parties, and Elections in America,” Chicago: Nelson-Hall 
Publishers.
Bone, H. A. and A. Ranney. 1976. “Politics and Voters,” New York: McGraw-Hill, Inc.
Burgess, D., B. Haney, M. Snyder, J. L. Sullivan, and J. E. Transue. 2000. “Using
Personalized Messages to Motivate Voting among Young Adults,” Public 
Opinion Quarterly, vol. 64: 29-52.
Campbell, A., P. E. Converse, W. E. Miller, and D. E. Stokes. 1960. “The American 
Voter,” New York: John Wiley & Sons, Inc.
 and D. E. Stokes. 1959. ‘Tartisan Attitude and the Presidential Vote,” In
Brudick, E. and A. J. Brodbeck (Ed.), “American Voting Behavior,” Glencoe, 
Illinois: The Free Press.
Campbell, J. E. and T. E. Mann. 1996. “Forecasting the Presidential Election: What Can 
We learn from the Models?” The Brookings Review, vol. 14: 26-31.
Carman, J. M. 1978. “Values and Consumption Patterns: A Closed Loop,” In Hunt, H. K. 
(Ed.), Advances in Consumer Research, vol. 5: 403-407. Ann Arbor: Association 
for Consumer Research.
Cattel, R. B. 1944. “Psychological Measurement: Normative, Ipsative, and Interactive,” 
Psychological Review, vol. 51: 292-303.
Chapman, R. G. and K. S. Palda. 1983. “Electoral Turnout in Rational Voting and 
Consumption Perspectives,” Journal o f  Consumer Research, vol. 9: 337-346.
Churchill, G. A., Jr. 1995.’Marketing Research: Methodological Foundations,” Orlando, 
RL: The Dryden Press.
Clawson, C. J. and D. E. Vinson. 1976. “Human Values: A Historical and
Interdisciplinary Analysis,” In Hunt, K. (Ed.), Advances in Consumer Research, 
Atlanta: Association for Consumer Research.
Coleman, R. P. 1983. “The Continuing Significance o f Social Class to Marketing,” 
Journal o f Consumer Research, vol. 10: 265-280.
Cronbach, L. J. and G. C. Gleser. 1953. “Assessing Similarity between Profiles,” 
Psychological Bulletin, vol. 50:456-473.
Crosby, L. A., J. D.Gill, and R. E. Lee. 1984. “Life Status and Age as Predictors of Value 
Orientation,” In Pitts, R. E. and A. G. Woodside (Eds.), “Personal Values and 
Consumer Psychology,” Lexington, MA: Lexington Books.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
149
 , M. J. Bitner, and J. D. Gill. 1990. “Organizational Structure of
Values,” Journal o f  Business Research, vol. 20: 123-134.
Dalton, R. J. 1996. “Citizen Politics,” Chatham, N.J.: Chatham House.
DeVries, W. 1971. ‘Taking the Voter’s Pulse,” In Hiebert, R., R. Jones, E. Lotito, and J. 
Lorenz (Ed.), “The Political Image Merchants: Strategies in the New Politics,” 
Washington, D. C.: Acropolis Books LTD.
England, G. W. 1975. “The Manager and His Values: An International Perspective from 
the United States, Japan, Korea, India, and Australia,” Cambridge, MA: Ballinger.
Epstein, S. 1967. “Political Parties in Western Democracies,” New York: Praeger.
Feather, N. T. 1975. “Values in Education and Society,” New York: Free Press.
Feinberg, R. A. and J. Meoli. 1991. “A Brief History o f the Mall,” In Holman, R. and M. 
Solomon (Eds.), “Advances in Consumer Research, vol. 18,” Provo, UT: 
Association for Consumer Research.
Fiorina, M. P. 1981. “Retrospective Voting in American National Elections,” New 
Haven and London: Yale university Press.
Fisher, C. D. and R. Gitelson. 1983. “Ameta-analysis o f  the Correlates of Role Conflict 
and Ambiguity,” Journal o f Applied Psychology, vol. 68: 320-333.
Forsyth, D. R. 1980. “A Taxonomy o f Ethical Ideologies,” Journal o f Personality and 
Social Psychology, vol. 39: 175-184.
Green, P. E. and D. S. Tull.1978. “Research for Marketing Decisions,” Englewood Cliffs, 
New Jersey: Prentice-Hall, Inc.
Grube, J. W., I. L. Weir, S. Getzlaf, and M. Rokeach. 1984. “Own Values System, Value 
Images, and Cigarette Smoking,” Personality and Social Psychology Bulletin, vol. 
10: 306-313.
Hair, J. F., R. E. Anderson, R. L. Tatham, and W. C. Black. 1995. “Multivariate Data 
Analysis with Reading,” Upper Saddle River, New Jersey: Prentice Hall.
Hair, J. R., A. R. Tatham, and B. Grablowsky. 1979. “Multivariate Data Analysis,” Tulsa, 
Oklahoma: Petroleum Publishing Company.
Hemmasi, M. and L. A. Graf. 1993. “Determinants o f Faculty Voting Behavior in Union 
Representation Elections: A Multivariate Model,” Journal o f  Management, vol.
19: 13-32.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
150
Henry, W. A. 1976. “Cultural Values Do Correlate with Consumer Behavior,” Journal o f  
Marketing Research, vol. 13: 121-127.
Hicks, L. E. 1970. “Some Properties of Ipsative, Normative, and Forced-choice 
Normative Measures,” Psychological Bulletin, vol. 74: 167-184.
Homer, P. M. and L. R. Kahle. 1988. “A Structural Equation Test of the Value-attitude- 
behavior Hierarchy,” Journal o f  Personality and Social Psychology, vol. 54: 638- 
646.
Honomich, J. J. 1971. “Nixon’s ‘Swing Vote’ Concept Offers Lessons to Marketers,” 
Advertising Age, Dec. 13:45-46.
Houston F. S. 1986. “Marketing Concept: What It Is and What It Is Not,” Journal o f  
Marketing, vol. 50: 81-88.
Huntington, S. 1980. “Political Order in Changing Societies,” New Haven, Conn.: Yale 
University Press.
Jackson, R. G. 1973. “A Preliminary Bicultural Study o f Value Orientations and Leisure 
Attitudes,” Journal o f Leisure Research, vol. 5: 10-22.
Jamieson, K. H. (Ed.). 1996. “The Annals o f the American Academy of Political and 
Social Science,” Thousand Oaks: SAGE Periodicals Press.
Johnson, D. E. 1998. “Applied Multivariate Methods for Data Analysts,” Pacific Grove, 
CA: Brooks/Cole Publishing Company.
Johnson, P. E. 1998. “Social Choice: Theory and Research,” Thousand Oaks, CA: Sage.
Judis, J. B. 2000. “Sex Appeal,” The New Republic, vol. 223: 15-17.
Kahle, L. R. (Ed.). 1983. “Social Values and Social Change: Adaptation to Life in 
America,” New York: Praeger.
Kahle, L. R. (Ed.). 1986. “The Nine Nations o f North America and the Value Basis o f 
Geographic Segmentation,” Journal of Marketing, vol. 50: 37-47.
 , S. E. Beatty, and P. Homer. 1986. “Alternative Measurement Approaches to
Consumer Values: The List of Values (LOV) and Values and Life Style (VALS),” 
Journal o f Consumer Research, vol. 13: 405-409.
 and P. Kennedy. 1989. “Using the List o f  Values (LOV) to Understand
Consumers,” Journal o f Consumer Marketing, vol. 6: 5-12.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
151
Kahle, L. R., G. Rose, and A. Shoham. 2000. “Cross-national Consumer 
Psychographics,” The Haworth Press, Inc.
Kamakura, W. A. and T. P. Novak. 1992. “Value-system Segmentation: Exploring the 
Meaning of LOV,” Journal o f  Consumer Research, vol. 19: 119-132.
Keng, K. A. and C. Yang. 1993. “Value Choice, Demographics, and Life Satisfaction,” 
Psychology & Marketing, vol. 10:413-432.
Kem, M. and M. Just. 1995. “The Focus Group Method, Political Advertising, Campaign 
News, and the Construction o f Candidate Images,” Political Communication, vol. 
12: 127-145.
Kluckhohn, C. 1951. “Values and Value Orientations in Theory of Action: An
Explanation in Definition and Classification,” In Parsons, T. and E. Shills (Eds.), 
“Toward a General Theory o f Action,” Cambridge, Massachusetts: Harvard 
University Press.
Kolter, P. 1975. “Marketing for Nonprofit Organizations,” Englewood Cliffs, N. J.: 
Prentice-Hall, Inc.
 . 1984. “Marketing Management: Analysis, Planning, Implementation and
Control,” Englewood Cliffs, N. J.: Prentice-Hall, Inc.
 and N. Kolter. 1981. “Business Marketing for Political Candidates,” Campaigns
and Elections, vol. 2:24-33.
(Cramer, H. E. 1984. “The Value o f Higher Education and Its Impact on Value
Formation,” In Pitts, R. E. and A. G. Woodside (Eds.), “Personal Values and 
Consumer Psychology,” Lexington, MA: Lexington Books.
Locke, E. A. 1976. “The Nature and Consequences o f Job Satisfaction,” In Dunnette, M. 
D. (Ed.), “Handbook of Industrial and Organizational Psychology,” Chicago: 
Rand McNally.
 .1991. “The Motivation Sequence, the Motivation Hub, and the Motivation Core,”
Organizational Behavior and Human Decision Processes, vol. 50: 288-299.
Lubinski, D., D. B. Schmidt, and C. P. Benbow. 1996. “A 20-year Stability Analysis of 
the Study of Values for Intellectually Gifted Individuals from Adolescence to 
Adulthood,” Journal o f Applied Psychology, vol. 81: 443-451.
Luskin, R. C. 1990. “Explaining Political Sophistication,” Political Behavior, vol. 12: 
331-361.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
152
Manzer, L. and S. J. Miller. 1978. “An Examination o f the Value-attitude Structure in the 
Study o f Donor Behavior,” Proceedings o f  the American Institute o f  Decision 
Sciences, vol. 12: 532-538.
McCarty, J. A. and L. J. Shrum.1993. “The Role o f  Personal Values and Demographics 
in Predicting Television Viewing Behavior: Implications for Theory and 
Application,” Journal o f Advertising, vol. 57: 77-96.
McCombs, M. E. 1972. “Mass Communication in Political Campaigns,” In Kline, F. G. 
and P. J. Tichenor (Eds.), “Current Perspectives in Mass Communication 
Research,” Beverly Hills: Sage.
McMurry, R. N. 1963. “Conflicts in Human Values,” Harvard Business Review, vol. 41: 
130-145.
Meglino, B. M. and E. C. Ravlin. 1998. “Individual Values in Organizations: Concepts, 
Controversies, and Research,” Journal o f  Management, vol. 24: 351-389.
Munson, J. M. and S. H. McIntyre. 1979. “Developing Practical Procedures for the
Measurement o f Personal Values in Cross-cultural Marketing,” Journal o f  
Marketing Research, vol. 14:48-52.
Nakanishi, M., L. G. Cooper, and H. H. Kassaijiar. 1974. “Voting for A Political
Candidate Under Conditions of Minimal Information,” Journal o f  Consumer 
Research, vol. 1: 36-43.
Ness, T. E. and M. T. Stith. 1984. “Middle-class Values in Blacks and Whites,” In Pitts,
R. E. and A. G. Woodside (Eds.), “Personal Values and Consumer Psychology,” 
Lexington, MA: Lexington Books.
Newman, B. I. And J. N. Sheth. 1984. “The ‘Gender Gap’ in Voter Attitudes and
Behavior: Some Advertising Implications,” Journal of Advertising, vol. 13:4-16.
Nie, N. H., S. Verba, and J. R. Petrocik. 1976. “The Changing American Voter.” 
Cambridge, Massachusetts: Harvard University Press.
Nimmo, D. and J. E. Combs. 1990. “Mediated Political Realities,” NY: Longman.
Nord, W. R., A. P. Brief, J. M. Atieh, and E. M. Doherty. 1988. “Work Values and the 
Conduct o f Organizational Behavior,” In Staw, B. and L. Cummings (Eds.), 
“Research in Organizational Behavior,” Greenwich, CT: JAI Press.
Palda, K. S. 1975. “The Effect o f Expenditure on Political Success,” Journal o f  Law and 
Economics, vol. 18: 745-771.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
153
Pitts, R. E. and Woodside, A. G. 1983. ‘Tersonal Value Influences on Consumer
Product Class and Brand Preferences,” Journal o f Social Psychology, vol. 58: 
193-198.
 . 1984. “Personal Value and Consumer Psychology,”
Lexington, MA: Lexington Book.
 . 1986. ‘Tersonal Value and Travel Decisions,” Journal of Travel Research, vol.
22:20-25.
Rallapalli, K. C., S. J. Vitell. And S. Szeinbach. 2000. “Marketers’ Norms and Personal 
Values: An Empirical Study of Marketing Professionals,” Journal o f Business 
Ethics, vol. 24:65-75.
Reynolds, T. J. and J. P. Jolly. 1980. “Measuring Personal Values: An Evaluation of 
Alternative Methods,” Journal o f Marketing Research, vol. 17: 531-536.
Ricker, W. and Ordeshook, P. C. 1968. “A Theory of the Calculus o f Voting,” American 
Political Science Review, vol. 62 (1): 25-42.
Rokeach, M. J. 1968a. “Belief, Attitude and Values,” San Francisco: Jossey-Bass.
 . 1968b. “The Role of Values in Public Opinion Research,” Public Opinion
Quarterly, vol. 32: 547-549.
 . 1973. “The Nature of Human Values,” New York: Free Press.
 and A. J. Ball-Rokeach. 1989. “Stability and Change in American Value
Priorities, 1968-1981,” American Psychologist, vol. 44: 547-549.
Roper Center. 1996. “Men, Women, and Politics: All the Data You’ve Wanted (But 
Could Never Find),” Public Perspective: A Roper Center Review o f  Public 
Opinion and Polling, vol. 7: 8-33.
Rose, R. 1967. “Influencing Voters,” New York: St. Martin’s Press.
Rosenberg, M. J. 1956. “Cognitive Structure and Attitudinal Affect,” Journal of  
Abnormal and Social Psychology, vol. 53 : 367-372.
Rothschild, M. L. 1978. “Political Advertising: A Neglected Policy Issue in Marketing,” 
Journal o f  Marketing Research, vol. 15: 58-71.
 and M. J. Houston. 1980. “Individual Differences in Voting Behavior: Further
Investigations of Involvement,” Advances in Consumer Research, vol. 7: 655- 
658.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
154
Russell, C. 1996. “Going Their Separate Ways,” American Demographics, vol. 18: 10- 
13.
Schachar, R. and NalebufF, B. 1999. “Follow the Leader: Theory and Evidence on
Political Participation,” The American Economic Review, vol. 89 (3): 525-547.
Schattschneider, E. E. 1942. “Party Government,” New York: Holt, Rinehart and 
Winston.
Schwartz, S. H. 1992. “Universals in the Content and Structure of Values: Theoretical
Advances and Empirical Tests in 20 Countries,” In Zanna, M. P. (Ed.), “Advances 
in Experimental Social Psychology,” New York: Academic Press.
 and W. Bilsky. 1987. ‘Toward a Universal Psychological Structure o f Human
Values,” Journal o f Personality and Social Psychology, vol. 53: 550-562.
Scott, J. E. and L. M. Lamont. 1973. “Relating Consumer Values to Consumer Behavior: 
A Model and Method for Investigation,” Chicago: American Marketing 
Association.
Singhapakdi, A. and S. J. Vitell. 1993. “Personal Values Underlying the Moral
Philosophies o f Marketing Professionals,” Business and Professional Ethics 
Journal, vol. 12: 91-106.
Stephens, N. and B. D. Merrill. 1984. ‘Targeting the Over Sixty-five Vote in Political 
Campaigns,” Journal o f  Advertising, vol. 13: 17-21.
Swenson, M. J. and J. Herche. 1994. “Social Values and Salesperson Performance: An 
Empirical Examination,” Journal o f Marketing Research, vol. 22:283-289.
Swinyard, W. R. 1998. “Shopping Mall Customer Values: the National Mall Shopper and 
the List of Values,” Journal o f Retailing and Consumer Services, vol. 5: 167-172.
Swinyard, W. R. and K. A. Coney. 1978. “Promotional Effects on A High- versus Low- 
involvement Electorate,” Journal o f Consumer Research, vol. 5:41-48.
The Economist, Sep. 2000, vol. 356 (8190): 5-44.
Timmer, S. G. and L. R. Kahle. 1983. “Birthright Demographic Correlates o f Values,” In 
Kahle, L. R. (Ed.), “Social Values and Social Change,” New York: Praeger.
Trevor, M. C. 1999. “Political Socialization, Party Identification, and the Gender Gap,” 
Public Opinion Quarterly, vol. 63:62-89.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
155
Verbs, S., K. L. Schlozman, and H. E. Brady. 1995. “Voice and Equality: Civic
Voluntarism in American Politics,” Cambridge, MA: Harvard University Press.
Vinson, D. E. and J. M. Munson. 1976. “Personal Values: An Approach to Market
Segmentation,” In Bernhardt, K. L. (Ed.), “Marketing: 1877-1976 and beyond,” 
Chicago: American Marketing Association.
 , J. E. Scott, and L. M. Lamont. 1977. “The Role o f Personal Values in
Marketing and Consumer Behavior,” Journal o f Marketing, vol. 41:44-50.
Veroff, J. E., Douvan, and R. A. Kulka. 1981. “The Inner American,” New York: Basic 
Books.
Walker, J. M. and J. J. Lawler. 1986. “Union Campaign Activities and Voter 
Preferences,” Journal o f Labor Research, vol. 7: 19-40.
Webster, F. E. and Y. Wind. 1972. “Organizational Buying Behavior,” Englewood Cliffs, 
N. J.: Prentice-Hall.
Weeks, W. A. and L. R. Kahle. 1990. “Social Values and Salespeople’s Effort,” Journal 
o f  Business Research, vol. 20: 183-190.
Williams, R. M., Jr. 1968. “Values,” In Triandis, H. C. and R. W. Brislin (Eds.), 
International Encyclopedia o f the Social Sciences,” New York: Macmillan.
 .1979. “Change and Stability in Values and Value Systems: A Sociological
Perspective,” In Rokeach, M. (Ed.), “Understanding Human Values,” New York: 
The Free Press.
Wollack, S., J. G. Goodale, J. P. Wijting, and P. C. Smith. 1971. “Development of the 
Survey o f Work Values,” Journal ofApplied Psychology, vol. 55: 331-338.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
